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The magic word that opens the door to the greatest 
advertising medium of our times is television. 

And in Richmond, first market of Virginia, 
television means only WTVR. 

WTVR is the only television station in Virginia . . . 
has been for over one year. 

Virginians remember that in 1944 Havens & Martin, 

owners of WMBG, prophesied the coming greatness of television 

with the first full-page newspaper advertisement 

ever placed by a radio station. Since 1926 they recall many 

another pioneering step taken by WMBG, WCOD, and WTVR, 

backed by a firm faith in the American system 

of broadcast advertising. 

Wherever you are (Richmond, New York, or Chicago) Havens 
& Martin stations are your "First Stations of Virginia." 



WMBG am 
WTVR tv 
WCOD fm 



Mr 





Havens and Martin Stations, Richmond 20, Va. 
John Blair & Company, National Representatives 
Affiliates of National Broadcasting Company 
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in N.Y. TV 
sales 



FCC decision 
on editorializing 
n.s.h., but 
Maryland Court 
decision helps 



20 June 1949 

Frank Mullen, ex-executive v. p. of NBC, will be on a network before 
1 September. His resignation as president of Richards' stations, 
WGAR, WJR, KMPC, is effective 1 July 1949, although his salary runs 
until 1 July 1950. 

-SR- 

ASCAP will emerge from its TV battle with broadcasting bigger and 
more inclusive music-licensing organisation. After stations have 
okayed increased fees (about 10%) , ASCAP will go to members for ex- 
tension of its representation of rights. There will be no lapse in 
availability of ASCAP music on TV. 

-SR- 

WJLB will not go 100% foreign language, as indicated in SPONSOR 
REPORTS, 23 May. There will still be some English-language broad- 
casts on the Booth station, despite heavy return to native tongues 
spoken in Detroit. 

-SR- 

Canada's equivalent of Broadcast Measurement Bureau, Bureau of 
Broadcast Measurement, will issue its reports in 1950 on same basis 
as BMB. Seventy-nine percent of Canada's stations are members of 
BBM. This will be BBM' s fourth report. 

-SR- 

Fifty radio and recording folk-music artists were part of 14'^-hour 
three-day celebration (17, 18, 19 June) of opening of Country Barn 
Record Shop in Tampa, Florida. WCKY (Cincinnati) had its "Western" 
disk jockey mc'ing event. 

-SR- 

ABC and NBC have lifted restrictions against certain types of pro- 
grams. ABC now accepts commercial religious programs, and NBC no 
longer restricts mysteries to after 9 p.m. hours. NBC now also 
accepts cert ai n give-away programs. 

-SR- 

RCA leads TV-set ownership figures in three out of four income 
groups in New York (over $7,500, over $5,000, over $3,500), and runs 
second to Philco in under $3,500 group. Latter runs close second in 
$3,500-$5,000 group. DuMont is second in upper brackets. 

-SR- 

FCC decision to permit editorialising by stations on air is so vague 
as to be almost worse than no lifting of ban at all. Decision of 
Maryland Court of Appeals in favor of five Baltimore stations on 
their reporting crime news is boon to all news sponsors, for it sets 
pattern of "freedom of reporting" that's important. 
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More state 
networks being 
established 



40,600,000 
autos on U.S. 

roads 



Radio vs. TV 
receiver 
production 
5 to 1 



Excise taxes 
to be fought 
on air 



Same show 
with two 
casts 



More and more state-wide networks are being formed. Not only are 
independent chains being linked like Ohio's Standard Network and 
Goebel (Michigan) sports network, but coast-to-coast chains are 
becoming more conscious of their regional links. NBC recently split 
off its New York State stations for a Dewey "fireside chat." 
Economic conditions in different sections are becoming different, 
sponsors are thinking in terms of markets, not 48 states. 

-SR- 

Over 40,600,000 autos were owned as of 1 January in U.S. Auto 
radios were not surveyed by World Motor Census, but other sources 
indicate that only thing holding^ b a ck close to 100% radio equipment 
for cars is current high price. 

-SR- 

Out of over 2,500,000 radio or TV sets produced during first quarter 
of 1949, around 1 out of 5 was a video receiver, with all rest 
straight radio receivers. Figures include RMA (Radio Manufacturers 
Association) and non-RMA members. 

-SR- 

Excise taxes in some cases are larger than total profit of 
corporations. Bell and Howell (new radio advertiser) reports 
that it paid $1,230,000 in excise taxes alone, with a net profit 
of $1,527,00. Tot al t a xes paid by B&H are much larger than net. 
Charles H. Percy, B&H president, is urging manufacturers to use 
ad space to tell consumers what they're paying for when they buy 
products hit by high excise taxes. 

-SR- 

Eddie Cantor will not be on air for Pabst this fall because he 
wasn't willing to do both TV and radio programs each week. "Life 
of Riley," which replaces Cantor, will be done on radio from 
Hollywood with William Bendix, and with another cast from New 
York on TV. It sounds screwy, but everyone will watch to see how 
it works. 

-Please turn to page 36- 
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capsuled highlights 



Sponsor Identification on the air isn't the page 21 
entire answer to broadcast advertising effec- 
tiveness, but it's a straw in the wind. 

Half pints listen when a half pint spins disks, page 24 

Test tubes help, and CBS proves it with page 26 
"Suspense." 

15,000 programs are an amazing number for page 28 
a regional drug chain, but Gallaher sponsored 
that number in ten years. 

"What's wrong with FM commercially?" is page 38 
the "Mr. Sponsor Asks" question in this issue, 
and Major Armstrong heads the panel. 



"Public Service" has something very special page 30 
commercially. 



Radio and newspaper strikes . 

IN FUTURE ISSUES 



page 32 



Per Inquiry Advertising — why stations don't 4 July 
like it. 



Networks without telephone lines 
Out-of-home listening 
Broadcast advertising this fall 
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4 July 
18 July 
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One Does // In Mid-America 

One station 

One rate card 

One spot on the dial 

One set of call letters 



50,000 WATTS 

DAYTIME -Non-Directional 

10,000 WATTS NIGHT 
-810 kc. 

National Representative: 
John E. Pearson Co. 




Meeting Mid-America's 
Need for News . . . 



at a Very Low Cost per 1000 Coverage 

KCMO's newscasters and full-time news staff are not content 
to rest on their teletypes! They're at it the clock around, 
paunding the pavement, checking the "line-up," getting the 
news far Mid-America! 



Under the watchful eye of Jim Monroe, KCMO's news editor, Mr. Mid- 
America's newscasters give the latest to. the listening millions ... a dozen 
times every day. And their record on local scoops, exclusive phone 
recorded interviews, and complete national coverage have made the 
8-TEN Spot listening a must. 

This preference plus KCMO's fow, law cast per 1000 coverage means a 
listenership bonus far smart sponsors. KCMO is Kansas City's most power- 
ful station with 50,000 watts that blanket 213 Mid-America counties (inside 
measured .5 mv. area) with a farm-and-factory-rich population of over 
5,435,000. 




K C 





and KCM0-FM . . 94.9 Megacycles . . Kansas City, Mo. 

Basic ABC far Mid- America 
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TV SUCCESSES 

lleeently I was told tlial st'ti\>OK 
lint) published cr is pu I >l isli ■ n<z some 
soil of compilation of "success stories' 
of sponsors using television as an ad- 
vertising medium. 

The Telev ision Committee of tlie l.os 
Angeles Chamber of Commerce sees 
as one of ils prime objectives (lie edu- 
cation of prospective 1 \ advertisers 
on results bring obtained bv present 
TV users. 

Would it lie possible for \nn to send 
us anything that von might have avail- 
able of tliis kind ? I can assure v on 
it will be pul to use in channels where 
it should greatly help spur interest in 
telev isioii advertising. 

Riumsn I,. Ukan 
Secretary. TV Committee 
Los Angeles (.bomber 
of (Commerce 



ON SPONTANEITY 

All of us at \\ LS enjoyed your series 
on folk music, its amazing success 
stories and use. but the one fact 1 
didn t see mentioned — the logical ex- 
planation that 1 believe most of Us in 
the business agree on — is that the suc- 
cess of folk-music programs is not so 
much the kind of music, as it is the 
wav these programs have combined a 
sense of realilv. spontaneity . informal- 
ity, and the power of personalities. 

The same thing liing Crosby has 
done for these two decades or so in 
radio and on the screen the same 
thing that Civil I?. DeMille used to 
lend to ihe Lux Radio Theater the 
same lliing that I'ibher l/rt7ec ami 
Molly, with their announcer. Harlow 
Wilcox, achieve in scripted form the 
same sense of reality, spontaneity, in- 
formality, and personalitv is reflected 
when litib \tcher sings a Western bill- 
lad on \\ LS. 

For example. \\ I.S listeners I in 
common with those of other big folk- 
music station.- I see our people face-to- 
fare quite often at state and county 
fairs, local theaters, eoinmuuily enter- 
lainmenls. and so on. Thcv find our 
stars act the same in person as on the 
air. If a listener visited Lulu lielle 
and Seolty al home, he would find 
them just ihe kind of people he had 
I I'lea.se turn to p</ge 6 1 




have 
you 
seen 
your 

copy 
of 

RADI0TIME? 



a \\\ino>s 

CWca9° 



.wsjs 

^ WINSTON-SALEM (g> 



The Station that Delivers the 

Plus Audience! 



The Proof: 

WSJS delivers higher than national 
average Hooperating* for 57 out of 61 
NBC Commercial programs! 

A PLUS AVERAGE of 
6.1 POINTS PER PROGRAM! 

WSJS share of audience for 5 month period: 

• Morning 45.2 

• Afternoon 50.6 

• Evening 50.0 

* City Hooperating, Fall and Winter, 1948-49 



Represented by 
Headley-Reed Company 



^ WINSTON-SALEM (J) 

the journal- Sentinel stations 
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ITS EASY, 



IF YOU 
KNOW HOW! 
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{(Umtiiiut'tl fiom page ll 

imagined them to be through listening. 
Much i>f tlu* humor j ust happen;-, spon- 
taneous!}. We throw o(T dignit} and 
enjoy ourselves as we entertain. 

So it isn't the kind of music entirely 
although folk music does lend itself 
to this reality, this spontaneity. Hut 
it is the kind of folks who put on the 
-hou. and the way the) put it on and 
most of us here in the folk-music hell 
belime the same treatment applied to 
symphony concerts and grand opera 
would gi\e those now more dignified 
fonn> of entertainment the wider pub- 
lie acceptance, tlie quick response that 
folk-music programs have. 

John C. Dhvki-: 

Promotion 

M LS, Chicago 



1 N radio as in riding-acts, there arc two kinds of 
dare-devils — the ones who plunge unthinkingly into 
hazards (and graveyards), and the ones who survive 
and succeed through practice, experience and 
Know-How. 

In our 2i years of broadcasting to Deep Dixie, we of 
KWKH have learned more about what it takes to get the 
audience and advertising results in this region than any 
station, anywhere. F'or example, during the nursery season 
just ended, KWKH sold 14,000 orders of rose hushes at 
$2.95 per order. KWKH airs this experienced program- 
ming with '50,000 watts . . . gets top Shrevepart Hoopers 
and the greatest 15MB audience throughout this four-state 
area. 

Let us send you the proof of what KW'KH's experience 
can do for you. Now? 



KWKH 



50,000 Watts 



SHREVEPORT 



CBS 



Texas 

en 

Arkansas 
Mississippi 



The Branham Company, Ket/it'seutM/res 
Henry Clay, General ALuuger 



WTAG TAGS A SLIP 

This is to correct an error on the 
part of SPONSOR, In the 2!! March 
issue of \oiir otherwise excellent publi- 
cation, you printed a list of stations 
and markets which had been test-sam- 
pled by BMIi. You failed, however, 
to print the fact that this was only a 
partial list. 

As a result. \our 2'5 Ma; issue car- 
ried a full-page ad by station W'KY 
stating that of all stations checked b\ 
b'MI!.' \YKY led the field in all of the 
six di\ isioiis into w hich the I5MH re- 
port had been broken down. 

The fact is that W'KY did not lead 
in all six categories: actually. WTAG 
exceeded the W'KY figures in four of 
the six. but WTAG did not happen 
to be included in your 2!! March re- 
port. W'K 1 * made an honest, mistake: 
si'onsok slipped — a little. This letter 
i> sent onh to keep the record straight. 

K. K. 1 1 n.i. 

Exwulirf v.p. 

II ['TAG, Worcester. Mass. 



"RADIO IS GETTING BIGGER" 

We believe Radio Is Getting ttiggei 
will make effect i\e promotional pieces 
with which to fortih our sales repre- 
-entathes as the\ follow their ap- 
pointed rounds. 

lion i mi S. Keki e 
Promotion Manager 
ll'SPR. Spring field. Mass. 
I Please turn to page }> I 
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bR AN» COHSdOUS 

ut I exas way, folks are mighty 
fussy about Brands .... 



. . . they're fussy about the brands they 
heat and the kind they eat; about the 
brands they wear, drive, sip, smoke — and 
about their brand of listening, too! 

Only last Fall, Texans in 65 counties . . . 
well over a quarter-million radio homes 
. . . helped C. E. Hooper, Inc., compile a 
"Listening Area Coverage Index." Asked 
what stations they listened to "Most Fre- 
quently" or "Most of the Time," they spoke 
right up in true Texas style. The result: 




WOAI roped first place by 
2 to I in daytime ... 3 to I 
at night . . . over the second 
most popular outlet! 



These neighbors, plus still additional 
thousands in our far more extensive night- 
time primary, obviously find the WOAI 
brand of radio very much to their liking. 

How's YOUR brand doing here? If you'd 
like to make this billion-dollar market more 
conscious of your particular brand, better 
get your iron in the fire right away! You'll 
be just in time for the big Fall Roundup! 



•REGISTERED, Brands Division 
Bexar County Courthouse, San Antonio, Texas. 






WATTS - CLEAR CHANNEL - TQN 



presented by EDWARD PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas, San Francisco, Atlanta, Boston 
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slioliled! 




When a bunch of station man- 
agers get together at conventions 
and start talking about what a 
super-strong signal their stations 
throw out, our Carl doesn't get into 
the conversation. 

And when the station boys brag 
about the millions of people in their 
primary coverage zone, our Carl 
just sits there with a poker face 
that Ned Sparks would envy. 

But Carl doesn't feel slighted . . . 
just let the talk get around to how 
popular their stations are with the 
cash customers in their market . . . 
and that's where you can include 
Carl into the conversation! 

Carl knows that we've got the 
people where you want them in the 
Duluth-Superior market and on the 
Iron Range. They're all concen- 
trated within a 50-mile radius of 
VVDSM (Duluth) and VVEVE (Eve- 
leth). When you get beyond this 
that radius, you run into fish . . . 
not p( oplo! 

We've got an awfully weak signal 
in Los Angeles county, but if you 
want to reach the 280,000 folks in 
our neck of the woods . . . you can't 
do better than buy WDSM and 
WEVE in combination. We can 
look you straight in the eye when 
we Ull you that these- two ABC 
■ outlets cover the Duluth-Superior 
market and the Iron Range like a 
pup t< nt . . . and what's more, you 
can buy both of these stations for 
the price of just ONE Duluth 
station! 

Why ne)t ask a Free & Peters man 
about WDSM (Duluth) and WEVE 
(the Iron Range)? 
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Thank \oii ve*n much for the 200 
copies of Radio Is Celling Bigger. Il 
i.- ver\ kind of \ou to allow us such a 
•ienerous iiumhcr of copies. 

These copies will be put to gooil 
u.-c. Tho\ will lie placed in the hands 
of local, regional, and national adver- 
ti.-ers from our area, and will help 
tear down the resistance to summer 
radio advertising. 

Jim Hkidgks 
Radio, Tl Division 
Hugo II agenseil 
Dayton, Ohio 



The article Radio h Cellini: Bigger 
is the he.-t I've seen. 

Goki><!\ r,n\Y 

/ ice-president 

ll ll'. I'liilmlelphia 



This Radio Is Celling Bigger i> flood 
documented evidence to answer those 
who view recent developments as in- 
dicative of senilitv in our ■•real 
medium. 

I A husk I). Hill 
Manager 

ti'ORZ. Orlando, Fla. 



^1 our article* i" the 2.''> Alav i.-sue, 
Radio Is Celling Bigger, is terrific. 

\YiLi.i\M K. DevrnviiD 
Director of Loral Sales 
\\ FUR, Baltimore 



Radio Is Celling Bigger is a very 
informative piece of work, and will 
prove valuable* to W.MAW .* sales and 
p ron lot ion departments. 

Lot IllEI'KMiOKK 

I'roinolion Director 
If MAW . Milwaukee 



That article Radio Is Celling Bigger 
in vour '2'.\ ,Ma\ issue is a cracker jack. 
It certainh [mils the chocks out from 
under some of this *'iadio i.» a dead 
duck" propaganda. 

.1. Willis 

Ceneral Manager 

It LAI'. Lexington. K\. 



It's so 
Amazing 



wc wouldn't ask you to be- 
lieve our sensational K-NUZ 
success story if we elidn't 
have the figures — ever- 
mounting Hooper ratings — 
to convinec you. Our spe- 
eially planned Texas pro- 
gramming will bring your 
clients immediate results in 
Houston. 




HOOPERS 

SOURCE: 1949 





Dec- 
Jan. 


Mar,. 
Apr. 


Morn. 


11.3 


14.7 


Aft. 


8.8 


9.9 


Eve. 


12.6 


10.4 




11.3 


13.1 


1 Sun 


7.7 


9.9 



NATIONAL REP. FORJOE & CO. 
Dave Morris, Gen. Mgr. 



k-nuz 

(KAY-NEWS) 



'Voter Good lSeivs Station" 
9th Floor Scanlan Bldg. 

HOUSTON 2, TEXAS 
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WOW tour has blessing of 
official Washington 

\\ ashington is interested in > laniier lour of Western 

stales. Mexico, and lii itisli Columbia. I eels same station s 
tour of Knro|ie greatly helped Midwest fanners' under- 
standing of huiopean problems and KCA. Feeling is 
thai current tour will remove some of corn licit"* insular- 
ism. Government realizes that the 1<> states must know, 
understand, and appreciate each oilier. It also feels that 
I .S. farmer- must know Mexico and Canada. 

Lever Brothers tries to spur 
buying with half-price sale 

Campaigns like Lever Brothers" half-price sale of Life- 
buoy, which started the third week in June, have Messing 
of Department of Commerce, which is interested in try- 
ing almost siiigle-handedlv to reverse the haiicl-to-inoiith 
consumer and retailer Imving trend which is slowing 
dow n business in general. Spokesman for department 
stated. ''Adjustment forces have been at work long enough. 
Savings-hank deposits must stop going up at current rate. 
l.ifc|>uo\ sale is being radio-pushed. 

British products need 
advertising in U.S. 

deal Britain isn't selling as much British-produced mer- 
chandise as she expected to. with result thai something 
has lo he done. Kither Knglish pound sterling will have 
lo be devaluated, with I .S. exports to Lngland cut as 
consequence, or some other device will have to be un- 
covered. What C.B. hasn't been sold is that advertising 
sells in the I .S. Thus far. neither broadcast advertising 
nor blac k-and-w hite has been used extensively, and quality 
products can't be sold without active promotion in I .S. 

TV roadside billboards 
may be traffic hazards 

National ac tion against T\ billboards is in the making, 
fear among automobile sifeH authorities i*. that boards 
that present entertainment may distract drivers to such 
an extent thai trallic hazards will result. AW action 
waits upon form sluh billboaids will take. 



Guarantee against price 
declines to be tried 

\dverlisiug will starl for a number of products like fuel 
oil. which will guarantee current buyers against price 
declines. This is one idea being tested to loosen purse 
strings of consumers throughout l .S. Befi igeratois. oil. 
and two makes of automobiles will try the price-guarantee 
slant, with results being studied not onl\ bv competitors 
but also bv group of economic researchers in Washington. 
Keeling is that idea will work only with hig-inv eminent 
items and not with impulse-buying items. 

Fur processing important 
in U.S. economy today 

Processing of furs in I .S. is rapidly becoming of major 
importance to national economy. Furriers throughout 
I .S. are consistent users of broadcast time, more so than 
any other women s-wear product retailers. In 1947 manu- 
factured fur goods at wholesale levels amounted to S3 1-3,- 
100.000. and 1044! saw an increase in excess of 20','. 
Wearing of furs is no longer restricted to anv income 
bracket, and the base is broadening monthly. 

New EEA plan will not help 
manufacturer expand distribution 

Under new LKA plan, government will loan small busi- 
ness (under 500 employees) inoiiev for 20 vears with 
V< interest. Idea is to help small business compete in 
national scene. 'I rouble from advertising point of view 
is that I'.S. still doesn't think of advertising as vital in 
expanding business and money required for this purpose 
will not be easv to obtain. Thus, manufacturer with ade- 
quate, manufacturing facilities hut limited distribution 
will have to battle to obtain loans. The Hill is still not 
advertising-minded. 

Auto-Insurance rates to go 
lower and advertising up 

Competition among automobile-insurance companies will 
decrease insurance rates and increase advertising of these 
firms that haven't been big spenders in past. Trouble is 
that rates in big cities like A'ew York have been highest 
in nation, and it's in these highly-populated areas that 
advertising would be most effective. IMans in works would 
divide risks into good. fair, normal, poor. bad. and set 
rates accordingly. Only rub here is that biggest accidents 
are frequently those involving "first timers. 

Keep the men alive, new 
safety campaign theme 

W hile more boy babies are born in I .S. than girl babies 
(100 hoys for each 100 girls), things happen along the 
line lo change that ratio to 101-00 in favor of the distaff 
side in later life. This is because men are killed off 
quicker— al work, in auto accidents, and even working 
at home. Safely groups are going to use this fact, and 
others, to tr\ to cut clown male accidental deaths and to 
increase life span of men. Women live about five years 
longer ihau men. These facts will he part of broadcast 
campaign. 
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1 

ON THE AIR JULY 15™ 




CHARLOTTE, N.C. 



vStates vi lie] 
O 



O 




° /Hickory Salisbur 
^Morganton I ! 

/-Col 



yo 



Coricord 
O 



r 

Charlotte 



Shelby o G \ sto » ia 

~" o~r. .v>T\/ 

' VkockHill 



York 
O 



Chester 
O 



O 



Channel 3 



The first television service in the 
Carolinas will be inaugurated July 
15. Natu'ally, it's the television 
service of the Jefferson Standard 
Broadcasting Company — WBTV. 
Service to an area embracing over 
1,000,000 North and South Caro- 
linians is assured from WBTV's 
Spencer Mountain tower, rising 
1135 feet above the surrounding 
terrain. Effective Radiated power 
will be 16,300 watts for video, 
8,200 watts for audio. 
WBTV offers advertisers the first 
television approach to the Caro- 
linas' richest market — where Effec- 
tive Buying income has more than 
doubled since 1940. 

Represented Nationally 
by RADIO SALES 



PROGRAMS ON FILM FROM 4 TV NETWORKS 



Jefferson Standard Broadcasting Company 



20 JUNE 1949 



II 



For Profitable 



IV WILMINGTON 

VV DELAWARE J&^i 



E ASTON 

.PENNSYLVANIA, 




WKBO 

HARRISBURG 

PENN SYLVAN I A 



Jiff*. Sponsor* 



1'arrol Mvlvvr Shanks* 

President 

The Prudential Insurance Co.. Newark 



WORK 

YORK 

PENNSYLVANIA, 



WRAW 

READING 

.PENNSYLVANIA/ 



WGAL 

LANCASTER 

PENNSYLVAN I A 



Clair B. McCollough S^^'ji 
Managing Director 



Represented by 

robert ME EKER 

ASSOCIATES 
loi Angelel New York 

Son Froncitco Chicogo 



Minnesota-biii'ii Carrol Shanks at SI is the youngest presi- 
dent of anv of tli e world s major life insurance companies, 
lie is still young; enough to feel slightly a\\e<l at the fact 
that one out of six people in the I . S. and Canada holds a 
policy written hv the Prudential, whose 6'7d>illion-dollar assets 
make it the number two life insurance firm in the field. Carrol 
Shanks takes the responsibility of his joh very seriously, and runs 
the vast Prudential set-up with the same kind of meticulous attention 
to detail that used to characterize his lectures to his law students at 
^ ale. where he was an associate professor of law in the early* 1930s. 
He joined Prudential in 1932: quickly built a name for himself by 
reorganizing the tangled finances of several depression-hit railroads. 
A man with a mind like a steel trap, lie rose swiftly, became Pru- 
dentials chief executive in 1910. lie is neither a hack-slapper nor 
a stulled shirt, and often rides home on a Newark streetcar, usually 
unrecognized by the many Prudential employees sitting near him. 

The market for Prudential's many insurance services is found in 
\irluallv every economic level of the population, and nearly $2,000.- 
000 of a two-and-a-half-million-dollar Prudential ad budget goes into 
broadcasting advertising to tell the story of Prudential to the widest 
possible audience. Shanks has been close to the radio end of the 
Prudential advertising operations since its start, in 1939. with an 
Klaine Carrington-w ritlen soap opera. II hen A Girl Marries, on t-P>S. 
In 1911. Prudential started sponsorship of the I'nult'ttliul Family 
Hour (which the Prudential sales force found difficult to use as a 
sales tool), and later added an across-the-board daytinier. Jack 
llrrrli. which the sales force lias used with great success. Last \car. 
Family Hour underwent a face-lifting and became Hour oj Slurs, a 
slick. Holly wood-name dramatic show that Shanks likes to visit oc- 
casionally, and which is now vying with lie fell as a sales-producer. 

Shank's thirst for knowledge never stops. Ileceully. when every- 
one was looking for him at the ground-breaking ceremony of a 
Prudential bousing project, he was fmallv located, deep in a technical 
discussion with the operator of a steam shovel. 



*»(•« with dinger tioprrs. 
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SPONSOR 



It's only a few Billion Dollars..but 




$2,995,897,000.00... 

1948 Retail Sales* in WOW-LAND counties (BMB) 



All authorities agree this year's retail sales may be slightly 
lon er . . . BUT . . . they also say . . . 



of 1949 retail sales will be made in the 
third quarter — July, August, September; 



of 1949 retail sales will be made in the 
fourth quarter — October, November, December. 



5o-o-o--tfce VjOrti ^*t» mm.* 



GET YOUR share of the . . . 



22 % Spent in food stores; 

6% Spent in apparel stores; 

30% Spent in general merchandise stores; 

4 % Spent in furniture stores; 



You WILL get Your share if you use the 
advertising facilities of Radio WOW — the 
ONLY single advertising medium that covers 
the vast territory within 150 miles of Omaha in 
every direction — 450,000 families who listen to 
WOW (BMB figures)— who spent $4,000.00 
per family in 1948, and will, in the most pessi- 
mistic view, spend only a little less in 1949. 

For availabilities see your John Blair man, 
or telephone Omaha, Webster 3400. 



* (Based on SALES MANAGEMENT'S figures— May 10, 
Survey of Buying Potter — except for Iowa, which is based 
on slate lax receipts.) 



SPONSOR 



11% Spent in stores selling motor vehicles & parts; 
1 0% Spent in lumber and building material retail outlets; 
18% Spent in other retail outlets. 



RADIO STATION 



OMAHA, NEBRASKA 
590 KC * NBC • 5000 WATTS 

Owner mhJ Operator *f 

KODY AT NORTH PLATT 




John J. Gillin, Jr., President & Gen'l Mgr. 
John Blair & Co., Representatives 
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Xfi r dvrvio/niivii/s on SfOXSOit s/orit's 



See: " Why sponsors change networks" 

IsSUe: December 1948 

Subject: Who* hos caused the recent 
shifts of big network 
advertisers? 



While time at ailahilities still seem to he the number one 
K'iiMin why sponsors change networks, there continues 
to lie a heavy emphasis on "petty annoyances." Two 
remit shift- announced for this fall point out this factor. 
\\ ildroot is shifting its very Micces.-ful iuim >'/«/;/<■ from 
CBS to NBC. This program was originally scheduled to 
go on VBC. but a deter CBS presentation proved to 
\\ ildroot's satisfaction that it would do heller in com- 
petition with Kdgar Bergen at !! p.m. Sumlats than it 
would in the VBC mystery skein on Pridavs. Vnd it 
did. Then came another CBS phase. CBS had heen 
tryhig to convince W'ihlroot that it would do still better 
in another slot. CBS wanted !! p.m. hack for its own 
kdgat Ik-rjien program. W'ihlroot on its part thought 
it had a prior claim to the time period, hat ing gambled 
when nobody wanted to fight Bergen. When W'ihlroot 
didn t win. it decided to mote to NBC Once again it 
will be fighting Kdgar Bergen — onh the networks will 
be different. 

The shift of Horace 1 1 chit to CBS this fall is another 
case of pique phis . . . Philip Morris was interested in 
seeing what the lleidt program would do in competition 
with Jack Benin when the latter moved to CBS. NBC 
spent huge sums of money to sell the public on listening 
to lleidt in the "number one spot" of network radio (7 
p.m. e.s.t.l. lleidt held only part of the audience he 
had built up at 10:30 p.m. on the same network. The 
promotion was good, but it was expected to deliver the 
world with a fence around it over night, lleidt might 



hate chipped away Benny's audience if he had been 
allowed enough time, hut Philip Morris wasn't building 
network listening, it was buying an audience to whom 
it could sell its ".No smoking hangover." Horace lleidt 
returned to his old hour in Mat and regained some of 
his lost audience, but Philip Morris felt it had been 
sold a bill of goods and when CBS had a good Suudav 
night spot open right after the Benny -Ber«cu-/J«i(M //' 
Andy combination, it shifted, but cpiiekly. 



See: 



'Give-Awoys: 
"Telephonitis" 



they're big business" 
and P.S. 



IsSUeS: May 1948. p. 33; June 1948. p. 38; 
28 Februory 1949, p. 8. 

Subject: New trends in rodio ond TV give- 
away shows. The movie theaters 
fight bock. 



Taking their cue from the overnight success of a T\ 
version of StOj> the Music, the Camphcll-Kw aid agenct 
and producer Mark Coodson have added a telephone 
give-away gimmick to the Chevrolet dealer-sponsored 
Winner Take All on W'CBS-TV. .New York. Like the 
telephone stunt on Music, viewers of Winner are urged 
to mail in postcards with their name and phone number 
to the show in order to be eligible for a give-away call. 
The question that leads to the jackpot is non-musical, 
although visual in nature, and consists of viewer identi- 
fication of a "intstert picture. W inner is telecast in 
the Aew ^ ork area onlv. so far. for the Chevrolet-dealer 
group, and the return on postcards has heen surprisingly 
heavv and compares favorably, in proportion, with the 
350.000 postcards that the full-network I ABC) visual 
[Please turn to page \(>) 



OHIO STATE UNIVERSITY'S 
19th Institute for Education by Radio 

SPECIAL AWARD 
to WOV and 
The Institute for Democratic Education 

for 

"THE MAN NEXT DOOR" 

A pioneering effort ... an authoritative and intensely human series of 
programs which build up the democratic tradition and fight prejudice and 

discrimination." 



Originator i of 



hawh n, mn. GtJi. Mat, 



Tht BtAilng Company 
Mariano) Rtpitict\Wf"Vi 



WOV 

NEW YORK 
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The Georgia Trio 




1 





Georgia's First 3 Markets 



The C.B.S. Affiliates in 



THE TRIO OFFERS ADVERTISERS AT ONE LOW COST: 

Concentrated coverage • Merchandising assistance 
listener loyalty built by local programming • Dealer loyalties 

— IN GEORGIA'S FIRST THREE MARKETS 

The Georgia Trio 



Represented, indivic 



group, by 



THE KATZ AGENCY, INC. 

New Yord • Chicago • Detroit • Atlanta • Kansas City • San Francisco • Los Angeles • Dallas 



20 JUNE 1949 




Sine* KVOO't »ttobli>hm*nt In 
1923, farm programming hoi b**n 
of print* importance. A 240<Kr* 
Demonstration Farm it operated by 
KVOO. Sam Schnndar, KVOO Farm 
Editor, U activ* in loco I., (tat* ond 
Notional Radio Form octivitiat. 



Such gratifying response is power- 
ful evidence of the large and faithful 
KVOO Farm program audience. Each 
letter received is proof that our lis- 
teners know miy offer made by KVOO 
is a good offer. 

Programming such as the KVOO 
Farm Department offers "in the 
money" farmers and ranchmen in the 
Southwest, will pay you big dividends, 
too! 




For more facts on one of the South- 
west's oldest and best known radio 
farm departments see your nearest 
Fdward Petry & Co. office or phone, 
wire or write KVOO. 





RADIO STATION KVOO 



50.000 WATTS 



EDWARD PETRY AND CO., INC. NATIONAL REPRESENTATIVES 



OKLAHOMA'S GREATEST STATION 



TULSA. OKLA. 
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iVc?i» and renew 



20 Jl .YE 10/0 




New National Selective Business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS 



CAMPAIGN, start, duration 



Claridge Food Co 
(J. II t ( oughlan < o 
F, squire, Inr 

General Aniline & Film 
Corp ( An sco Div ) 

Greyhound Corp 

Kellogg Cn 

I, ever Bros 

Lory Cosmetic Co 

Warner Mfr. Co 

Wildroot Co 



Canned ham- 
burgers 



l)e Moist 

(humidifiers) 



Coronet magazine 
Aiim'u film 



Ifus I ravel 



Pep cereal 



Lifebuoy *oap 



Trill (wrinkle 
reducer) 

Weathermaster 
screens-storm- 
sash combo 

Wildroot Shampoo 



AI Paul Leftnn 
(N.Y.) 



D-F-S (N.Y.) 



Schwimmer & 
Scott (Chi.) 

Young & ICubiciim 
(N.Y.) 



Ifeauntont & 
Ilohman (Chi.) 

Kenyoit & Kckhardt 
(N.Y.) 

SSC&B (N.Y.) 
Chernow (N.Y.) 



Alfred F. Tokar 
( Newark ) 



HKH&O (N.Y.) 



lndef 

(Test campaign planned 
lor major mkt.s) 
3-5* 

(Seasonal test campaign; 
major mkts) 
(Major mkts) 
lndef* 
5-6* 

(Summer campaign. .May 
ex pa nd and con I inue thru 
fall) 
3* 

(Summer campaign. May 
go natl in all major mkts) 
lndef 

(Limited natl campaign, 
major inktn) 
lndef* 
(Summer campaign; 
major mkts) 
lndef* 
( Test campaign ; 
Eastern mkts) 
lndef* 
(Summer campaign. 
Major Eastern mkts) 
10-12 * 

(Introductory campaign, 
West Coast . major mkts) 



Spots, breaks; Jul or Auk start ; 
13 wks 

Live spots, partic; Jun 6 ; 13 wks 

L.t. Mint*, breaks; Jun \ .32 wks 

Spots, breaks; Jun 5; 6 wks or 
longer 



Spots, breaks; early Jun thru sum- 
mer; 13 wks 

Spots (adjacent to kid shows); Jun 
6 to Jul 1; 13 wks 

L\t, spots, breaks; Jun 6; 13 wks 

Spots; Jun 4 ; 13 w ks 

.spots, partic: Jun 6; 13 wks 



,.t. spots, breaks; Jun-Jiil; 13 
wks 



New and Renewed Television (Network and Selective) 



SPONSOR 



AGENCY NET OR STATIONS 



PROGRAM, time, start, duration 



Allied Food Industries 
American Tobacco Co 

Barcalo Mfr Co 

(Furniture) 
Henrus Watch Co 
Hlatz Brewing Co 
Borden Co 
Bowman Gum Co 
Brown & Williamson 

Tobacco Corp ( Kools ) 
Bulova Watch Co 
Drugstone Television 

Productions 
Esso Standard Oil Co 



Forstner Chain Corp 
General Foods lnc 

(Maxwell House Coffee) 
General Time 

Instruments Corp 
Goodyear Tire & 

Rubber Co 
M c Ke sson & 

Bobbins lnc 
Meltoway Reducing 

Flan lnc 
Pequot Mills 
Peter Paul lnc 

Pioneer Scientific Co 
(Polaroid TV lenses) 

Procter & Gamble 
(Various) 

Reuben II. Donnelley 
Corp 

Ronson Art Metal Work* 



United Wall Paper 

Victorv Packing Co 
\ ogt & Son ( Dog food) 
Wildroot lnc 
(11 air Tonic) 



Lew in 

N. W. Ayer 

BB1KV.I > 

T archer 

Chesley-Clifford 

Young & Iluhicain 

Brack 

Bates 

Biow 
Fisher 

Marshalk-Pratt 



Lew in 

Benton & Bowles 
BBD&O 

Young & Uubicam 

Benton & Bowles 

W. L. Ruhens 

Tarcher 
Platt-Forhes 

Cay ton 

Benton & Bowles 
N. \\, Ayer 
Cecil & Preshrey 

McFarland-A veyard 

W, Jeffreys 

Clenets 

BBD&O 



W11Z-TV. Boston 
WHGIl. 

Schenectady, N.Y. 
WHEN. Buffalo 

WBKB. Chi. 
KNBH, U'y%vood 
WNBT, N.Y. 
WN1IT, N.Y. 
WABD, N.Y. 

WN11W, Wash. 
WABD, N.Y. 

WABD. N.Y. 
WCBS-TV, N.Y. 
WUGB. 

Schenectadv, N.Y. 
WNBT. N.Y. 
WCBS-TV. N.Y. 

WPTZ. Phila. 

WBKB. Chi. 

WNBT. N.Y. 

WPIX. N.Y. 

WPTZ, Phila. 
WNBK. CIe%e. 
WBB(L ( hi. 
WNBT, N.Y. 
WBZ-TV. Boston 
WNBT, N.Y. 

WHIM). Chi. 

WNBT. N.Y. 
WBlKi. Chi. 
WNBW, Wash. 
WBZ-TV, Boston 
WNBT. N.Y. 
WNBK. Cleve. 
WNBH, ll'vwood 
WNBT. N.V. 
WNBT. N.Y. 
WPTZ. Phila. 
WABD, N.Y. 
WCBS-TV, N.Y. 



Slides and live anncints; June 10; 13 wks (r) 
Film anm-mls; May 10; 17 wks <r) 

Paradise Isla id; Wed 10-10:13 pro; June 1; 13 wks (n) 

Film spots ; May 10: 52 wks ( n) 
Film spots; June 1; 13 wks (n) 
Film spots; July Id; 52 wks (n) 
Film spots; June 15; 22 wks (n) 
Slides and live annemts; July 1; 32 wks (n) 

Film spots; May 20; II wks (n) 

Calvalcnde of Stars; Sat 9-10 pin; Junv 4; 52 wks (n) 

Film spots; Various starting dates from June 1-3; 5 wks |n) 



Film annemts; J une 13; 2 w ks ( n) 

Mama; Fri S-fc : 30 pm; J une 17; 52 wks ( n) 

Film spot*; May 30; 13 wks (n) 

Film spots; May 14; 26 wks in) 

Film spots; June 30; -1 wks (n) 

Hollywood In New York; Sat 7-7:15 pm; Ma> 21; 13 wks (n) 

Film spots; May 25; 13 wks (n) 
Film spots; May 20; 13 wks (it) 

Film spots; June 5, 26 wks (r) 
Film spots; June 13; 26 wks (n) 
Film annemts; June 5; 52 wks (n) 

Film spots; June 20; 2 wks <n) 

Film spots; July 1; 26 wk* (r) (n) 



Film spots; May 10: 25 wks (n) 

Film spots; June 1; 52 wks (n) 

Film spots; June 15; 52 wks (n) 

Film spots; Various starling dates from June 1-15; t-^ wks oil 



• in im'.y* issin>: Xvn m and ilvnvwvd an Svtivarlis. Sponsor Pvrsannvl 4ltana4>s. 
Xatianal ilraadvast Salt's Exveniivv 4Ua »«/<***. Xew Aavnvu A p pain imv nls 



Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Joseph W . B;nley 
\. F. Hank-. 
Fdcar A. Bar** mid 
W. Kox licll Jr 
Ka.wuond h. Bergman 
W ilhani Brrnltarh 
llrndrik Huoraem 

l,o* M. liuiituii 
I rank Hums 

W inston <>. Hut* 
James G. ( 'minims 
Dolbf it J. Cook 
Alfred A. CougJilin 
Ma\**eII Dane 
Tarn Deachman 
Kent Drnnnn 
Ned Doyle 

Chester W, l)udlr> Jr 
I. .tin Uuff> 

Mar> Du nla* e> 

Kirhard I.. Kasttnan 

Mai F**mg 

Mirharl Fain 

.lame* I*. Fell on 

lirvill |. Fov 

Kllis T. Cash 

Hlaisdell Gates 

Jark C. I ■ ritlm 

^1 ;i i vin K. Ilolderness J 

fahin K. Holmes 

Bennrt ( . Kessler 

Ku«M'll Knlhurnc 

("lain- Kuren 

Marry Kraw it 

Joseph (', l.ifb 

David Marshall 

Robert K. Mason 

H>r«m W . Mayo 

Charles T. Me( lelland 
Tom MeDermol t 

Walter W". Michcnci 
Kenneth II. Mome 
N nl hnn Nestnr 
('. Se** ell Pangninii 
John llaskin I'otlrr 
Fran res (Juinn 
John F. Keeder 
Wilfred S. Kohrrts 
Kussell ( . |{ow an 
Kohert K. Srcil 

1 idgar G. Sisson J r 
Kosror Stiirtres 
Kohrrt J. Terlimcgjren 
Williiini Travis 
Frederic J. Triunii 
Harold M, Walker 
N at Wrinstein 
Bernard W. Wilms 
W.n ne G. Williams 
W. C. W«»ody Jr 
Bernard /uirn 



Louis G. Cowan, N. Y., *p 
Frrd J or dan, L. A., arc! exec 
Max Field, Pi o* idenre. It. 1, 

hSL, Salt hake ( ity, pnnn ingr 
Gre*\ N . \ ,, \p 
Mu tun I Bi oadeasting S* stein, 
program consultant 

NBC-TV, N. V., Texaco, Admiral. Kraft 
tcrhniral operations dir 

I. c\ alley, ( hi., *p in chge radio, TV 

h ins an *V Co. Indianapolis, ad* puh i rl dir 

Itadio producer, dir 

Yirkers & Benson. Montreal 
J. Walle i Thompson, X'. V. 
Grey. N. Y., vp 
Itrnson & Benson. N. V.. vp 
KAI.L, Salt '.ake City. nei** announcer, 
m ciler 

I'rdlar A: Kyan, N\ V., radio media dept 
Italph Yaniherl, H'wood., prodn dept 



Camphell-Milhun, Mnpl*,, aect exec 



Sam I*, .ludd, St. I .. 
Montgomery Ward \ Co., Chi. 

John Shracer, N. Y., prodn asst 

Foole. ( one X- Uridine, I*. A., radio asst 

Peck, V. Y.. vp, sec 

Kastor, Fnrrell. Chesley X Clifford, N. Y., w 



K if hard (I. Montgomery, Portland. Ore., 
aect exec 

Benton \- Ho**|es. N. Y., prodn super*' 

MrFain. Phila., aect exec 

Fuller \ Smith A: Koss. N. ¥., aect rxrc 



Advertising Con* Service. V. Y. t pirn 
Finite) an, V. Y„ aect exec 

Walt Disnev Produetions, Hnrhank, Calif., dir 
Pedlar K Kyan, X. Y„ T\' dir 
Korhl. I. and is & 1 .and an. Clc* e., aect exec 
Cooper A: Crowe. Salt Fake Citv, acrt c\ee, 

puh re) dir. research dir 
Pedlar & Kyan, N. Y., vp, radio dir 
Fnterson Drue Co. Balto., asst ad* dir 

Feland K. Howe, N. Y.. vp in ehge radio. TV 
MeCann-F.rickson. N. Y„ aect exec 
Kuthrauff & Kvan, Seattle 



•*. Shepard, Chi., radio, 7\ dir 



Grey, N". Y-, radio, TV ingr 

John II. Kiordan, |_ A., acrt e\er 

Arthur F. firm* it. Boston, acrt exec 

Arhee, Terre Haute Ind., aert exer 

Francom, Salt Lake City, radio dir 

Doylr Dane Bernharh (new). S. V. pre, 

MrCann-Kriekson, N. V*, rxer radio producer 

Fairall, Des .Moines la., aert e\ee 
Kudner, N. Y., radio, TV producer, dir 

Lrnnen A: .Mitchell. N. Y., acet exec 

Same, gen mgr 

Jim Baker, Milw.. accl exec 

K miner, N*. Y-, radio, TV produrer, dir 

Doyle Dane Bernhnch (new), N + vp, cen mgr 

Harold F. St an field. Toronto . accl exec 

BBD&0, N. Y.. aect exec 

Doyle Dane Bernhach (new). V. V, exec * p 
Compton, N. Y«, aect exec 

Cooper & Crowe. Salt 'ake City, ra^io dir, aect exec 

New ell-Kmmett. N . ^ ., timebuver 
Krwin, Wase*. \. Y., radio, TV **ir 
Davison- Dibble Glendale Calif., aect exec 
Adair A Direrlor. N. ^ .. aeet exec 
Foote, Cone \ Belding. I , A,, acrt exec 
Arthur G. Kippev, Denver Colo., accl exec 
Ilurnel-Knhn, Chi., vp 

Elliott, Dal> A. Scbnitzer, Oakland, vp, accl exec 

Sherman \- Marquette, Chi., aect exec 

Doreinus, N. YV, acrt exec 

Fuller H Smith & Koss. Chi., aect exec 

Artley, N, Y.. aect exec 

Same, aect exec 

Same, timebuyer 

Same, pres 

Geyer, Newell & Ganger, N. Y., aect exec 
(Gardner. N. ^ , t media, research dir 

Wallaee-Li'ndeman, tU and Kapids Mirh., * p, sr aect exec 
Foote, Cone ei Uridine, A., aect exec 

Grant. Dallas Tex., aect exec 

Same, asst to *p in chee radio, TV, dir radio prodn 
act i* ities 

Walter S. Chiltiek. Phila., aect exec 
Same. Clr*e,, aeet exec 
Battistone H Bruce, N. Y., T\' dir 
Oakleieh H. French. St. L., media dir 
Buchanan, N. aect exec 
Commerce, N, ^ ,. aect exec 

William II. Weintrauh. N, ^ , vp, Kaiser-Fra/.er aect exec 
Same, radio, TV dir 
Same, vo 

Cher now. N. Y.. aect exec 

N. W. Aver. N. \., radio, T\ proeramine dir 

(Irey. N. Y. , aect rxec 

Clark A Kickerd. Detroit, media dir 

Chernow. N. ^ .. radio. TV dir 

Grey, N. Y. , acet exec 

Khoadejt & Da* is, S. F., Ken iner 

II. W. Haimtman, N. Y.. radio dir, aect exec 

Battisone & Bruce, \. ^ .. TV operations super* 

GondkiiiH, Joice \ M«i(tan. Chi. f radio, TV dir 

Grant, Dallas Tex., aeet exec 

Kuthrauff & K*an, V. radio, TV publ dir 



Station Representation Changes 

STATION AFFILIATION NEW NATIONAL REPRESENTATIVE 



<KHI.. 


Mnt.'inr <t»r. 


Indrpcndntl 


Joseph A. Hardy 


KANA. 


A narniul;! Muni. 


Iiidfpoiidonl 


Don Donahue 


kliOI., 


ItuuMrr Ctilo. 


Indrpondent 


Don Donahue 


kHYK, 


(Ikl.iliom.i ( il\ okln 


Indfprndpitt 


Itailio Kepffsent atl% es 


K((ll., 


K Colli iiv Ci.In. 


Indrpondrnt 


Don Donahue 


k( S I . 


I'uohld (fllo. 


MHS 


Dnh Donahue 


KI'MI, 


(•r.-inH .1 ii iirlimi ( iiln. 


Indepondclit 


Dni. Donahue 


hi IK . 


< llCVOMIIO \Vv(l. 


Alii 


Dun Donahue 


hl.AK. 


Callup N*. M. 


A IK' 


Dnh Donahue 


h(.\ O, 


Mi^^oula Mont. 


(ItS 


Dnh Donahue 


hi) XT. 


X lliili[UcTi|il<* N. M. 


A He 


Don Dt nahue 


KOI T. 


SrollihlwR N'rli. 


t I!S 


Don Dolaahnli' 


Mil X, 


K.ipnl I ity S. 1). 


(US 


Dnh Ddrii.ikLh- 


Kit \l , 


Itawlin* XX'\o. 


All! 


Dim Don i kill 


kltlll), 


( olorndo SprinRM ( olo. 


Iiuloprndont 


Dam Don,ilnie 


KSIVS, 


Uo««cl1 N. M. 


Indrliriidrnt 


Dnh Donnlkiie 


h i K( . 


Same I'o N. M. 


A IK 


Dnn Donahue 


h \ ( M . 


< :n p»*r XX mi. 


A Hi 


Don Donill^ie 


\\M>\ , 


rl<<> (nlo. 


Independent 


Don Donahue 


\\ line. 


huowillr Tonn. 


AW 


Hollinc 


\\ 1 II \ . 


1 lira N . Y. 


1 IIS 


Ha-Tel. (or Midnent, South 


W.II.s. 


Iloklo XX. X a. 


i us 


Weed 


\\ I'l.ll. 


Huntington XX'. X n. 


MHS 


Tranvit Hadio 


\\ I I'll, 


Tolulo (I. 


Independent 


lleadlev-Keed 


\\ \\ II/. 


X incland N . J. 


Independent 


Joseph Hershey MrUiltvm 



AMERICA'S PRETTIEST 



RADIO PICTURE"! 




Night siiul <lay. WHO is the most "lis- 
tened-to" station in Iowa. The 1948 Iowa 
Kadio Audience. Survey* {jives "listened-to- 
most" figures for each of Iowa's 99 co un- 
tie*. WHO gets the highest nighttime 
rating in 70 of these counties, the seconil- 
highest in /;>, third-highest in H. 

Diiytime figures of course follow the 
same general pattern. 

Outside I mm. WHO scores a remarkable 
"/'/us" — has a daytime BMB audience in 
I'.iO additional counties in H states ami 
(mils year- ron nil mail from listeners in 
46 states. 

This overwhelming listeiier-ncccptanrc 
is proof of WIIO's inspired and puhlic- 
spirited prograiiuiiing. Ask us or Free <X 
Peters for all the facts. 



The 19 1 S Iowa Kadio Audience Survey is a "must" for 
every advertising, sales, or marketing man who is inter- 
ested in the Iowa sales-potential. 

The 19 IS Edition is the eleventh annual study of radio 
listening habits in Iowa. It was conducted by Dr. V. L. 
Whan of Wichita University and hi.s staff, is based on 
personal interview of 9,221 Iowa families, scientifically 
selected from the city, town, village and farm audience. 

As a service to the sales, advertising and research pro- 
fessions, WHO will gladly send a copy of the 19 IS Survey 
to anyone interested in the Iowa radio audience and its 
listening habits. 

WIKI® 

+ for Iowa PLUS + 

Des Moines . . . 50,000 Watts 

Gil. H. J. I'alnuT, I're-i.l.m 
I*. A. I.ovel. ltcsiilciil .Manager 




FREE & PETERS, INC. 

Nalional Representatives 
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OLINA IS THE SOUTH S 
BER ONE STATE 





No 




ITH CAROLINA'S 

SALESMAN is 



50,000 WATTS 680 KC 
NBC AFFILIATE 



WPTP 



RALEIGH, N. C. 

FREE & PETERS, INC. 

NATIONAL REPRESENTATIVE 



GROUCHO MARX + 19.5 




D SKELTON -40.2 



MYSTERY THEATRE - 36.8 



_ tfj 




SPONSOR IDENTIFICATION CHANGES IN FOUR PROGRAMS ON NETWORKS DURING 12-MONTH PERIOD, FEBRUARY 1948-FEBRUARY 1949 



PART ONE 



OF A SERIES 



How's your 




sponsor 1 




Your program may In* popular, Imf 
«lo lliov know who von are? 

* « 

20 JUNE 1949 



1 1 igb-nli'd programs ran 
br fdiiinicrcial wa.*huuls 
if their sponsor idenl ifica- 
timw are low. Tlie\ can still be wash- 
outs with high sponsor identification*, 
but there arc comparatively few pro- 
grams with high Si's that fail to pro- 
duce for advertisers using them. 

Si's don't nceessaril; mean very 
high sales impact, hut. in lieu of a 
better index, sponsor identification 
must serve as an index of advertising 
effectiveness for most advertisers who 
do not have facilities with which to 
check direct ^alcs impact of am ad- 
vertising vehicle. 

Dr. l.<). is first in the February 1949 
SI Hooper report. It has an o"6.7. 
which means that !'.6.7'< of its audi- 
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Impart* r«. Ilaaprrating at Tap Fiftrrn pragrams 



February. 1949 



Impact Rating i B p"g r °^ KJp* JftJ j 



r Program Rating (Hooperatingj 




Percentage of all homes that hear e program and recognize its sponsor 



ence in telephone homes in 36 cities 
were able to identify cither the spon- 
sor or the product advertised. The 
reasons for it;- high estate, based upon 
a formula uncovered hy Larry Deekin- 
ger for the Biow Company, are multi- 
ple. Dr. I.Q. has been on the air for 
ten j ears. The longer a program is on 
the air, the higher the recognition of 
the advertiser by listeners. Dcekinger 
figures two points per 20 months of 
consecutive broadcasting. Dr. I.Q. 
continuously uses the name of the 
sponsor and its products all through 
the broadens*!. The Dcekinger formula 
indicates t lint a programs identifica- 
tion with its sponsor increase* five-and- 
a-half points for every ten product 
mentions during a single airing. Also, 
distribution of product mentions 
throughout a program tends to in- 
crease identification on an average of 
14 points. 

Dr. I.Q. uses a collection of com- 
mercial devices during each broadcast, 
in addition to straight commercials. 
Deekinger reveals thai "shows that use 
other types of commercials, in addition 
to straight, appear to get an average 
of 16 points higher sponsor identifi- 
cation than those that do not." 

The higher the rating of a program, 
the better the sponsor identification. 
The increase is said to be five SI 
points for ever) three points increase 
in audience rating. Dr. I.Q. also falls 
within the top class of high SI pro- 
grams. ( v )uiz shows, according to 
Deekinger. receive II points more 
than the average program commercial 
identification. Dr. I.Q. i« beyond 
question a quiz program, 'thus, the 
program profits because of the type 
of program that it is. the number of 
commercial mentions in each broad- 
cast, the length of lime it has been on 
the air and the rather substantial 
rating that it usually receives. 

Next lo Dr. I.Q. in the February 
Hooper Sponsor Identification report 
is that program which lias had a con- 
tinuous record of commereial associa- 
tion in the minds of Monday night's 
dialers. Lux Ratlio Theater. Lux's 
high sponsor rating is no accident. 
Using the name of the product in the 
title of a program insures 1!! more 
points than the same program would 
have received without the product or 
firm name being used. The i-cver 
lirolhers'-sponsorcd hour drama has 
a long historv of entertaining in the 
home (.oxer 13 yeans I. it uses straight 
and star-endorsement commercial*, it 
frcquciilh is the number one rated 
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"Top /#»/!** rmlio sponsor ill v a 1 i fir a 1 ion vs. iioopvrui int/s 

February, 1949 — (36-city random telephone homo sample) 


Ranlc 



Proqram 


Sponsor 
Identification 


Ranlc 


Program 


Proq ra m 
Hoope atiras 


1. 


n, i pi 
ur. i. {f>. 


SI. 7 

oo. / 




1 . 


Walter Wmchell 


OO 1 

lo. 1 


2. 


Kad lo | heatre 


86. 3 




L. 


ribber Mctoee & Molly 


Zo.o 


3. 


dod nawK 


on o 

tfU.7 




■s 
3. 


rcadto 1 neatre 


&D. 1 


4. 


toodtrey s lalent bcouts 


80.2 




A 


Jack Benny 


ten 
25. 0 


5. 


ribber Mctoee & Molly 


78.1 




C 

3. 


D„ L L_J „ _ - 

Dob Mope 


L 1 .0 


6. 


Double or Nothing 


73.4 


(D) 


6. 


Godfrey's Talent Scouts 


20.8 


7. 


Telephone Hour 


73.2 




7. 


Duffy's Tavern 


19.7 


8. 


Give & Take 


73.1 


(D) 


8. 


My Friend Irma 


19.6 


9. 


Grand Slam 


72.7 


ID) 


9. 


Amos 'n' Andy 


18.9 


10. 


Welcome Travelers 


72.1 


(D) 


10. 


Stop the Music 


18.8 



(D) Daytime proqram 



program on the air. That all adds up 
to top commercial impact. For Febru- 
ary B6.3 r r of Lux Ratlin Theater lis- 
teners were able to tell Hooper tele- 
phone checkers that Lux for Lever 
Brothers) sponsored the program. The 
fact that program is aired for an hour 
increases its opportunity of establish- 
ing the name of the advertiser or his 
product. There aren't enough hour 
programs on the air for any research 
study to prove conclusively just how 
much more identification an hour pro- 
gram will achieve than a half-hour or 
a lo-niinute broadcast. It is admitted 



by most research authorities that the 
more time that is available in which 
to place commercials, the higher the 
sponsor identification should be. 

Tobacco commercials appear to 
achieve 13 more points than the aver- 
age. That explains in part the high 
Sponsor Identification of the Bob 
Hawk program — that and the fact that 
it's a quiz, repeats the product name 
every few minutes, and has a special 
l.leinac) feature that sells the product 
name. The Bob Hawk program has 
an added stimulant in the fact that 
Camels are advertised widely in other 



media. According to Deckinger. "the 
more that is spent on a product in 
other media, the better the sponsor 
identification an advertiser receives 
for bis air dollar." Camels spends a 
tremendous budget in all media. Its 
sponsor identification on the air profits 
from that budget. 

There arc always exceptions to e\cry 
uile. The fourth and fifth programs 
in the February Top Ten Sponsor 
Identification report do not live up 
to the general rules laid down by 
Deckinger. Arthur Godfrey's Talent 
I Please turn lo page 40) 



'Top t€*u— iV. Y. TV sponsor itlvntitivation vs. \. Y. Tt'lvraiini/s 

February, 1949 — (TV telephone home sample) 



Ranlc 



Program 



Sponsor 
Identification 



1. 


Texaco Star Theatre 


94 


1. 


Texaco Star Theatre 


76.6 


2. 


Arthur Godfrey's Talent Scouts 


94 


2. 


Arthur Godfrey's Talent Scouts 


56.1 


3. 


Arthur Godfrey & His Friends 


91 


3. 


Broadway Revue* 


50.6 


4. 


Broadway Revue 


90 


4. 


Toast of the Town 


48.0 


5. 


Kraft TV Theatre 


90 


5. 


Arthur Godfrey & His Friends 


46.6 


6. 


Phiico TV Playhouse 


90 


6. 


Break the Bank 


34.7 


7. 


Bigelow Show 


86 


7. 


Your Show Time 


32.5 


8. 


Amateur Hour 


85 


8. 


We, the People 


32.2 


9. 


Break the Bank 


84 


9. 


Arrow Show 


32.1 


10. 


The Gulf Show 


84 


10. 


Colgate Theatre 


30.2 



Ranlc 



Program 



Teleratinqs 



" The Broadway Revue was broadcast on WABD andWNBT. The rating is the combined audience to both charne s. 

20 JUNE 1949 
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An hour is long time {or any performer bui Betsy King wins Hub youngsters with disks and chatter 

Robin, spin that disk 

Italics in flif studio |»ro(lii<*< k 

sales in llio Iioiih* 



©ll"- difficult In trace the 
Inn ing effect of I In- three In 
i-ai -old aur group. That 
th<-\ influence multi-millions of dollars 
in annual spending llii'K' can be no 
ilinilit. Mow to reach thrill directly, 
without buying then allegiance, is 
anotlici question, lor a considerable 
•■pan of \ears. bakers sponsored pro- 
grains addressed to small ones, and 
then di-earded shows planned for the 



shoi l-panls-and-cui Is »ct. I he\ discov- 
ered that the baker with the newest, 
and sometimes the most expens-n P. 
premium took the moppet-inspired 
business right a\\a\ from the competi- 
tion. The regulation i'nrlr Don. Aunt 
Susan, or Sister kale t\pe of eonmier- 
i ial airing held the three to s<*v en-\ ear- 
old group, and lost them to thrillers 
following the latter \ear in their lives. 
\ great number of these kid pro- 



grams still com nine on the local air. 
More and more, however, thin arc 
being replaced with sessions that, like 
lloialy Doody in T\ . do not talk- 
down to half-pints. 

Radio s newest program type to run 
the gamut and come through a success 
is the kid disk jockey. It's difficult to 
put the lag "first" on any of the 
youngsters who have sat before turn- 
tables and talked. WOK claims a 
"first" for its Robin Morgan Show, 
which ran for a considerable period 
during 1 9411 on Sunday mornings at 
Ji:3(t ami later at 10:15-11 a.m. Six- 
vcar-old Robin was listed as one of 
the first l.> local programs in New- 
York very shortly after she hit the 
air. She's no longer broadcasting on 
WOK. but her eminterparts arc all 
over the nation. 

The latest is Betsy King, daughter 
of Gene King, program director of 
W'COP. Boston. I>ets\ handles a much 
longer session than most of the disk 
jockeys who have to sit on phone 
books to cue np disks. She handles 
the program as though it were two 
half-hours, from 'J to 10 a.m. She calls 
her hour I,et's Have Fun. and she 
does. Kecanse she feels that Sundays 
must have prayers, she ends each ses- 
sion with a prayer-— one of her own — 
and sends her listeners off to church. 
The reason she has planned her pro- 
gram as two half-hours is a religious 
one. also. She feels that the first group 
of listeners starts for church on the 
half-hour, and that the second has re- 
turned home from earlier services. 

One reason why it s possible to have 
a disk-jockey session for the \oung- 
slers is because today there's a wealth 
of recorded music, nursery rhymes, 
and stories especially pressed for the 
just-oui-of-diapers trade. Whereas a 
vcar ago a disk joeke\ like Betsy King 
would have run out of disks to play in 
a very few weeks. today there are lit- 
cralh thousands of recordings which 
are not onlv entertaining for the 
voungslci's. hut which also have the 
approval of the I'TA s and educators 
generally. When there are plenlv of 
disks to spin, it s logical thai there 
will be a solid increase in jockeys to 
spin them. 

Relsv King's appcaramv on the air 
was an accident. ,\B< cancelled Coast- 
lo-Coasi on a Bus. a network program 
with a big following in Boston, WCOP 
wanted to hold that audience, and de- 
cided to replace the network program 
with one of its own that had the same 
basic appeal. It was one thing to make 
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this decision, and still another to 
create a program that would hold the 
critical )0ling audience. I'rOftieall) 
all the children who auditioned for 
the program went stiil before the mike, 
and the station was about to forget tin 
whole thiii};. when Gene King fmalh 
sold Mrs. King on letting their daugh- 
ter have a craek at it. 

Although Gene is program direr tor 
of the station, lie is a disk jockey at 
heart, lie held flown the Midnight 
Jamboree at WEVD (New York I for 
a long time, and then moved to WOK 
for an afternoon period of record spin- 
ning- Betsy had grown up (she's 
eight) in a show-business disk-jockey 
atmosphere, and when she sat down 
to play records and talk about them, 
it was just as though she were mimick- 
ing Daddy. She doesn't go to the 
studio, she goes to Daddy's office. That 
doesn't change the fact that she feels 
that she has a responsibility to "her 
audience.'" She has to earn the dime 
a week her stint pays her (the rest 
goes into a bank account about which 
she knows nothing I. 

Recently Kets) offered 100 sundial 
watches to the first 100 writers of 
letters to her program. She received 
2.655 requests from 145 different com- 
munities. The cards and letters were 
not only bids for the watch, but also 
included requests for favorite disks 
like / Luv a If'abbitt, Mickey ami the 
Beanstalk, and lletsy's theme son};, 
Peter. I'eter, Pumpkin Eater. 

I?ets\ insisted on checking each post- 
mark on the letters to make certain 
that the first 100 writers received their 
watches. To the rest she insisted on 
writing letters telling them that she 
was sorrv there weren't enough 



watches to go around. "After all.' she 
explained to Daddy. "I can't afford to 
lose an) of in\ listeners." 

It's Betsy's unspoiled quality, plus 
the extensive collection of disks from 
which she can choose records to spin, 
that has given her a higher rating than 
Coast-to-l oast on a litis was receiving 
when it went off the air. It's only a 
I'ulse of 1.3. but that's slightb terrific 
for Sundays at 9 a.m. 

While gi\ ing tin\ Kcls\ a great deal 
of credit, it's also wise to keep in iniml 
that her scripts are written by her 
program-director father. Also. Rets\ 
rehearses. What she does eoines na- 
turally, but the reason that she's such 
a success is because even at eight, she's 
a performer. 

.... and there's an extra factor. 
Dad has never forgotten that it take* 
promotion to build even a kid session. 
Burl Ives crowned Betsy "Queen of the 
AFRA Ball" in Boston, and that. too. 
was part of what it takes in show 
business on or otr radio. The pro- 
gram hit the air for the first lime last 
November, and it's growing in impact 
practically broadcast by broadcast. 

While the six and eight-year-olds 
make the best copy and reach the 
younger set. the consistent juvenile 
disk jockeys are the 12 and 13-year- 
olds like George Yarbrough on WUOO 
in Orlando. Florida. George is just 
a regular kid, a newspaper route car- 
rier who is working bis way through 
school. He spins disks under the gen- 
eral title Teen lime, and appears to 
know more about tin musicians on the 
records he places on the turntables 
than do most adult jockeys, lie 
handles most programs once in a while 
(Please turn to ]xi{*e 34) 




PIP? 



•OT/ MONDAY THRU FRIDAY at 405 o'c(e< 





Adams Milk found Sonny Queen tops at age of 8 




A WPIT (Pittsburgh) built juvenile disl jocley into high school contest and sold RCA disls KSAN sells Holsum Bread and aids Camp Fire girls 






Seven years of eoHthniiiij£ 
analysis help deliver a top 
eoniinereial show 



Charles Laughton symbolizes "Suspense" toddy — with mental rather than physical twists 



f~ t 1 Research li;).-- made Sus- 

' [WtiM\ The weekly half- 
hour nivslerv -how, with it.« stress on 
dark psychological mood and its 
erii>ie-aiid-)>iniishinent themes, has 
heen developed and nurtured as care- 
full) as a rare orchid. Suspense has 
heen Hatched oxer, experimented with, 
and carcfnllv built in a collaboration 
between the (IBS Program department 
and the (IBS Roearch Department ever 
since SuxjH'itsc joined the ranks of web 
radio thiillcr* in mid-June of 1912. 
I he pavolf has come in steadily- 
increasing ratings and reaction scores, 
until the (IBS nnsterv package now 
stands seventh in Hooper 115-31 May 
Report I and is seveud notches ahea<l 
of other high-rated nnsterv programs 
like Mr. krrit. Crime Photographer, 
and District Ittoniey. 

I he hlectiic Auto-Lite (lompanv. 
-pon-oi of Suspense in radio and more 
rccenllv sponsoi also of a paraphrased 
version of it in TV. has found that the 
research done on the program !>v (IBS 
ha- a direct healing in maintaining 
the high-interest level tllloilghout the 
vutii Lite commercial*, and in improv- 
ing their effect upon the listener. 
'Ihloirgli the use of the "Little \iune" 
Program \nalvzcr. which has tested 
the -how periodicallv on successive 
ini'iip- of ten or more listeners, the 



qualitative second-In -second reaction 
to Suspense broadcasts has revealed 
the show s highspots and lowspots. its 
strengths and weaknesses. "Little An- 
nie'" has also revealed, as a somewhat 
contingent factor in the findings, the 
basic success secrets of spine-tingling 
air dramas in general. 

By putting into actual practice 
the "'Little Annie'' findings on Sus- 
jietise, rather than being content to 
rely on the intuitive thinking of the 
producers, directors, writers, actors, 
and agenevinen involved, CBS has 
built for its line-up of "house-built" 
shows one of the most consistently 
high-rated programs in radio. At tin- 
same time. Klcctrie Auto-Lite has been 
able to adapt "'Little Annie'' findings 
in order to tailor its commercials 
to the pel feet ed Suspense structure, 
and to use the program as a success- 
ful selling too). 

I* mm the beginning, the nivslerv 
show was built around the definition 
of the word '".suspense" as given bv 
(IBS research man Dr. Grrhart W'iebe. 
Vcording to him: "Suspense is the 
fear thai a specific crucial and un- 
pleasant event will occur." This was 
carried out in the first Suspense broad- 
cast on 17 June 1912. \t that time, 
even the CBS program executives were 
not loo -lire as to the exact path that 



their new sustaiuer would follow. 
There were several things that had to 
he determined before the series was 
much older. Accordingly, a few broad- 
easts after the debut, the program was 
put through the paces of the Program 
Analv/er to see what would come up. 

Reaction to the broadcast generally 
was slightly below average. The script, 
an action thriller entitled Will You 
Uuke. A Hot With Death?, held the 
interest of tin' listener panel, but 
several things turned up in the findings 
that wcie to form the basic guide for 
Suspense that is still being used. 

Far one thing, the program's open- 
ing was too involved. Mystery pro- 
prams, the findings showed, have to 
start quickly, grabbing the listener 
and holding him glued to his chair. 
Suspense was opening with a "mood" 
introduction and billboard, then there 
was a short break in which program 
plugs (Suspense was then a sustaiuer I 
were given, following which there was 
a virtual repent of the opening gim- 
mick; finally, the show started. As a 
result of this discovery, the second 
introduction was dropped, shortening 
the amount of time it took to get into 
the actual storv portion. 

In checking the results on the rc- 
inaindci of the program, several other 
finilinjis were to make chansies in 
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Suspense and to form a guide for 
similar mystery shows on CHS. It 
was discovered that changing I ho 
mood in the earh part of I he program 
(i.e.. breaking for a commercial I he- 
fore the basic mystery mood had been 
established left the listener cold and 
"out of key" with the show. Also, it 
was found that the "setting" of the 
story was important, and if the nar- 
rator didn't innncdiatch set the scene 



in which the major action of the plot 
started, rather than making general 
remarks about the background for it, 
audience interest again dropped. In 
practical terms, the scene set during 
the script of il ill 1 ou Make A Het 
With Death? was first of all a general 
description of Cone) Island, then a 
specific, later description of one of 
the amusement houses there. The re- 
ait ions of the panel showed that it was 



difficult to "focus' correct!) on a wide 
panorama, unless the picture was 
drawn in term.- of a specific location. 

Above all, the panel reactions show- 
ed, a story of the Suspense-Is \w has to 
move quick!) to establish a hero in 
action with whom the audience can 
identify itself. (Soap operas do this, 
although over a much more extended 
period of time. It is one of the major 
I I'lease turn to page 64 > 



Audiviiw rvurlittn on "Siis/h'iisp" *»■/#•## ifvai's atjo 
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I.U»d $ e<n< «nd 

S«"i»q CUl.nq 

Aiidivnvv voaviion on "Suspense** svron i/ruir* lutvv 
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When CBS first introduced "Suspense" it was a 
fast-growing action-packed mystery melodrama. 
In the first audience-analyser test, one of the leads 
was Lesley Woods, top non-name radio actress 
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• Ww • Mm'<J.H ^ Ann* , S*ce«(( N.rr.t | Ooi *q 
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When the survey (left) was made, 'Suspense" was 
a mental mystery with Hollywood names playing 
the leading roles. It was Ida Lupine (above ) 
who held her radio audience suspense-bound 
when the audience reacted as indicated (left) 



BUD BALDWIN DROPS A BEAN FOR EACH GALLAHER PROGRAM IN DRUGSTORE CRYSTAL AS A. E. WOLAVER COUNTS 15,000 



liallaher selects its audiences 

Dnvloii rirn;; chain lias sponsored l."»«000 programs 
in iVii vcjirs aiiiKMl al specific Inlying groups 



V. K. \\ olaver had ;i dream. 
It was a day - and - night 
dream for a long linn*, be- 
« ausc that's how ideas affect ad- 
managers when the) think the) have 
-oriiet hi n<! "'hot" ami are living to 
figure what to <lo about it, 

\\ olaver had heeii s|ieitdiiig a siz- 
able chunk of innne) for Callahcr 
Drug Co., Da) ton. Ohio, chain, in two 
local newspapers and a shopping 
guide. As of 1939. results were good. 
Wolavcr reasoned. however, that (,alla- 
her stoles had products lo sell house- 
wives husl minis, voimg people, old 
people even hod\. 

lie visualized a campaign thai would 
reach out more specificall) to these 
groups than did his printed media. 



The agencv. Hugo Wagenseil and \s- 
socialcs. of Dayton, agreed that radio 
could do the joh. It sounded reason- 
able to Callahcr. too hut thev decided 
against expanding the current budget, 
which they fell corresponded adequate 
ly with the sales picture. They also 
decided against cutting the budget for 
newspapers and shopping guide, which 
had already proved the\ could do a 
good job. 

Radio shows that would automati- 
cally select their audiences, audiences 
that would let Gallahc) pin-point their 
advertising messages, seemed out of 
the pit-lure for 1939. [Wit Wolavcr had 
something in reserve. 

The couipain agreed to test radio if 
some of their suppliers were willing 



to share the cost with cooperative al- 
lowances. It wasn't the common prac- 
tice iu 1939 thai it is todav. but W'ol- 
avei knew what he wanted. He soon 
lined up a small group of suppliers 
and arranged a program of announce- 
nienls to he aired on two five-minute 
local news shows. 

This beginning immediately made 
itself felt in prestige and increased 
sales for the products advertised. Al- 
most from the first, druggists in the 
YV1I10 and \\ l\r, listening areas, in 
addition to those of the Callahcr chain 
I now 2<> stores in Ohio and neighbor- 
ing slates), reported increased sales 
of the lines advertised. 

The two Callahcr news shows rolled 
up such speech and impressive evi- 




28 



SPONSOR 



deuce of their impact that other sup- 
pliers were willing In share costs of 
continuing campaigns that tjuickh 
realized Volavcr's plan to hit each 
group of prospects with a program 
speeihcalh designed for tlieui. 

The job of planning and scheduling 
programs to reach various bming 
groups was assigned to the agenc\. 
They have planned and supervised the 
broadcast of more than 15.000 Galla- 
her programs since 1939. Newscasts 
predominated during the war years, 
but the current schedule reflects a 
wider variety of interests. 

The six-a-day schedule of shows 
gets underway at B: 15 in the morning 
with The Soup Shop, followed In 
Hello For Dough at 8:30. The opener 
features organ melodies 1>\ the W1I10 
staff organist, Tommy Dunkclberger. 
and light comedy patter by Bud Bald* 
win. impersonating the boy from Galla- 
hcr's stock room. 

Song Shoj) concentrates mainh on 
selling the breakfast specials at Gal- 
laher fountains, vitamins, and other 
.merchandise appropriate for the morn- 
ing hour. Hello For Dough is a tele- 
phone quiz-giveaway addressed pri- 
marily to the housewife, although the 
questions on it are of general interest 
and not slanted at the field of home- 
making art. 

When Gallaher opened a new store 
in Xenia. Ohio, all out-of-l)a\ ton quiz 
calls were made to Xenia for an entire 
week as part of the promotion for the 
new store. Limited use has been made 
of out-of-town stations for special pro- 
motions. The chain has sponsored 
daily programs on WSAZ, Huntington. 
W. Va.. and WIZK. Springfield. Ohio. 
These were not cooperative efforts, but 
were paid for entire!) by Gallaher. 

The WSAZ show, Man On the Street, 
was highh productive for the Hunting- 
ton store, but stores at Ashland. Kv.. 
and I ronton, Ohio, who were sharing 
the cost, didn't feel they got propor- 
tionate benefit, and the program was 
cancelled. Today, all six regular broad- 
casts are over the Da) ton 5.000-watters 

whio and wom:.' 

Housewives are still the main targets 
at 1 p.m. when Gallaher presents All 
Ohio iXews. based on state, regional, 
and local reports. At 1 :45 Remember 
It hen appeals to older folks who like 
to reminisce about ''the good old 
days." It features hit tunes of ) ester- 
year, nostalgic notes on "remember 
when." mention of wedding anniver- 
saries, with chocolates for the longest- 
married couples. 

i Please turn to page 64) 




t/»/»«>«r/; imnH'if 
for lumsviri rvs 



Gallaher uses "Hello for 
Dough" to reach the lady at 
home during the day in a 
successful campaign to sell 
all her drug and household 
daily needs from Gallaher's 



I 

Appval: Uiiv nvivs 
for iff viiiolk 

Just before Dayton's Ohio 
turns down the covers for [ 
bed, Gallaher reaches men 
with a "Tomorrow Morning 
News" especially for those 
who won't wait for I I p.m. 
cast which most stations have 



Appeal: #n ik'.s 
for 1*'i*nn{§t*r& 



Broadcast in the afternoons, | 
! 'Song Shop" is addressed to 
the high-school set, for their ' 
soda dimes are important to 
drugstore business in 1 949 



Appnilz tnetuorti 
time for o/o*>7 rr.v 



Because all ages shop at 
drugstores, Gallaher pin- 
points every message to a 
different group. "Remember 
When" has a great following 
with folks who have cherished 
memories, want reminders 




1. IT'S YOUR LIFE" (WMAQ) GOES INTO LA RADIDA SANITARIUM TO INTERVIEW PATIENTS VIA BEN PARK AND TAPE RECORDER 



The public service approach 

Don't overlook flio commercial possibilities 
ol |»ro;£ mining in I lie public interest 



©Prestige needn't be without 
profit. That's tin- enlightened 
view of cmmnimity-conseioiis 
advertisers who have learned that pro- 
line without listeners does little for 
them or for the community. Sponsor 
are dated who still think t Jj«-j have to 
pa\ foi coummuilv kudos ]>y boring 
listeners. On \VK!)l-\ Flint, Midi.; 
\\ MH1). I'eoiia. 111.; WI'AT I'ntcrson, 
V J. . . . on stations even where, spoil- 
sofs are proving that sheer informa- 
tion needn t pla\ to dead air. that it 
« -mi In- pleasurable and profitable. 

Kveu that areh-foe of lislener-eit- 
thllsia-iii. the documentary -style broad- 
east, is not neccssariU a rating- 



son & Johnson sponsors a documen- 
tary-type health series that attracted 
its original audience largely from 
popular competing programs. Little 
things that humanize business, city 
governments and services, etc., mav not 
excite the nation as WMAO's It's Your 
Life has done, but they ean exeile the 
cash register. 

Announcements of social and eivie 
events for churches, clubs, and other 
organizations which arc non-profit 
aren't dust-dry affairs when handled 
as they are on \\ \ll?l)'s Cilvo Town 
Crier, which is aired daily from 10:30- 
10:40 a.m. The friendly, informal, 
sometimes humorous dialogue helps 



destroMT. On \VM \(). Chicago. John- keep people up on what their neighbor 
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are doing in 3<°> Central Illinois cities. 
Most organizations prefer to ask for 
announcement time rather than cash 
donations from the utility. 

It's true that this kind of program 
isn't for a giant metropolis. Hut the 
uninitiated would be ama/ed at the 
"elub" feeling such programs ean lap 
in smaller cities and towns. 

The Central Illinois Light Co. found 
the selling power of Town Crier so 
consistent they recently added a Satur- 
day half-hour on W.MIU) for Kitchen 
I'nrtv, a women's service program. 

The women ? service type of pro- 
gram is an ideal vehicle for broad- 
easting useful information. Women 
like to know, for example, where to 

SPONSOR 





2. An expectant father learns to take care of baby for "It's Your Life' 



3. Park and Don Herbert are instructed on operating room etiquette 



i)U}' food specials at money-saving 
prices, what educational or semi-educa- 
tional events at libraries, museums, 
universities, and other institutions are 
available to the public without charge, 
etc. The things that really serve an 
audience get an audience. 

Wire and tape recording make easily 
possible realistic presentations of peo- 
ple in action on their jobs. All the 
lectures ever delivered on safely, for 
example, or how (ire and poliee de- 
partments work, can t do for public 
comprehension what a producer can 
do with a recorder on the spot. 

One safety campaign reversed the 
bawl-'em-otit and give-'ein-a-licket ap- 
proach. During the drive, traffic offi- 
cers hailed drivers who complied most 
perfectly and cheerfully with routine 
regulations. With station reporter and 
recorder on hand, the officer explained 
the safety point involved and presented 
the motorist with a pair of tickets to 
some outstanding local entertainment. 
These recordings became part of a 
sponsored program. 

One sponsor gets amazing listener- 



ship to a program which niereh lists 
the items left on local busses during 
the previous day. One proof of the 
program's effectiveness is that in this 
particular city only five percent of 
such items go unclaimed. In other 
cities the average is 75 '/c. More than 
600 stations cany programs featuring 
some kind of community service, but 
not all are sponsored. 

The community-service angle is not 
so obvious in many programs and 
promotions as in Johnson & Johnson's 
award-winning //'s Your Life. hut 
properlv handled, a series such as 
WPAT's (l'aierson, N. J.) Most livid- 
some I'olireman contest can do much 
more to popularize and gain under- 
standing for police services than a 
merely academic recital of them. 
P rent is Clothes, an organization with 
stores throughout Northern New Jer- 
sey, not onlv increased sales at all 
stores through this sponsorship, but 
virtually put one failing outlet back 
in business. Sales at this outlet, once 
thought to be badly located, have held 
up well. 



Sponsors on the same station co- 
operated in contests to select the most 
popular ex-GI couple and the most 
popular sweetheart. The first series, 
by focusing attention on the families 
of returned Gls. renewed the con- 
science of the area, according to local 
service organizations, on their prob- 
lems of economic and social rehabili- 
tation. 

The second scries brought moving 
evidence in contest letters of the high 
appreciation of voting men for clean 
romance and modest virtues in their 
sweethearts. Churches and civic or- 
ganizations praised the series for dem- 
onstrating that such thinking was still 
a lively force in modern romance. 
IJolh sponsors, Harney's Furniture 
Store (I'atersoii) and Abelson's 
(Northern New Jersey jewelry chain), 
did record business as a result of mak- 
ing possible these popular events. 

In contrast to the relative!) brief but 
intensive Most Handsome Policeman 
promotion is the regular Tuesda\ 6:45- 
7 p.m. broadcast of The Singing Cop 
(/'lease turn to page 48) 




Kansas City Oil adds a traffic safety feature to its program on KCMO 
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Handsomest cop" build listenership and sponsor results for WPAT 
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slop rolling 



During newspaper stoppages, 
advertisers learn anew 
llie power of I lie air 



Gunnar Back reads comics and Arch McDonald news on WTOP 



O Newspaper strikes occur 
throughout the country from 
time to t i me . Tli e v arc 
l)i c m«l<-iii-t iiifi's very special o}ipiirtuuity 
to prove just how efleetive radio is as 
an advertising medium just what 
place it holds in the lives of the area 
is serves. 

I lie period of a newspaper strike 
covers lush days for broadcasting. If 
the strike is long enough, as was the 
Seattle strike I Nuvctnbei I «)4.i through 
part of Jantiiin l*)46i, advertisers 
have enough experience to learn how 
to use the medium and stay with it. to 
a limited degree, for vears after the 
strike. If itV a short-lived exodus of 
newspaper worker*, very little adver- 
tising slays with bnmdeaMiiig. Thai's 
for two reasons. The newspaper adver- 
tisers have contracts which make it 
good business to sliiv with the black- 
and-whitc medium. The) frequently 
lune agencies lhat arc mil radio- 
minded, and llierfuie do not use broad- 
cast advetlising too well during the 
fill- in period. 

It must he kept in mind lhat stations 
arc nsitalK fairh well sold out in their 
choice *pots before a newspaper strike. 
I It n «~ _ when tiewspapei ad\ crtiscrs rush 
them for open time. lhe\ c an onh ex- 
pect open t inn-. 

I he moM recent newspaper sliike 



took place in the nations capital. It 
was a two part affair — a one day 
warm-up. (> \pril. and a three-day fol- 
low-up. 11-13 April. The warm-up took 
most of Washington radio by surprise. 
Several agencies had been tipped oil 
that there might he a walk-out. but it 
Seems that there was iinlv one radio 
station which was sure it would hap- 
pen. Fven newspaper-owned stations 
were completeh in the dark, until 
pressmen did not show up Tuesday. .1 
April, between 7:30 and ') p.m. to 
make reads for early Wednesday a.m. 
editions. 

At Vr.'M) p.m. Tuesday Ihirwood 
Martin of the agency of the same name 
called up stations with an "if schedule 
of what he wanted alrcadv prepared. 
At '>:.")'> p.m.. IV) minutes later, the 
strike was oflicial. and Martin s 
schedule was mil of the ''if class. 
Henry .1. Kaufman was also on the 
ball, and taking a typical I). C. station. 
WTOI'. Kaufman had Lanshurgh's (de- 
partment store 1. Columbia Kiiilding 
and Loan. Saks Furs, and Kami's De- 
partment Store on the air. Onh 
Columbia Federa 
was a regular WTOI* client. 

llaiwood Martin had Young's Men 
Shop. Ilccht Company I department 
store I. Woodward \ Lotluop I depart- 
ment stole I and Halm's I shoe stores I . 



iuilding and Loan 



Part one of a two port story 

with the first three using WTOI* for 
the first time. 

Most advertisers were taken by sur- 
prise by the one-day strike, hut were 
all set for the regular walkout. It was 
the pre-Faster period. A drop in busi- 
ness during the week before Faster 
Sunday could make the spring an un- 
happy period for most retailers. 

Faster business was not down in 
Washington during the pre-Faster 
week. To quote Martin. "Women shop 
newspajiel" advertisements, just as tbev 
shop store windows. During the strike 
we know they shopped radio and tele- 
vision, because women came into the 
stores with lists, saying. "I beard this 
on the air'." 

Some agencies rushed their clients 
into radio and TV during the strike 
without preparation. Others, like Kauf- 
man, took pleanty of time shopping 
around for the right spot for each 
client, and have results to prove what 
the aural and visual air can do for 
firms that use onh black-and-white 
noi'malh . 

Saks, one of Washington's better 
fiiiriers. is conservative. It had Kauf- 
man gamble $7.1 011 two spots, one 
each on I). C.'s two leading network 
outlets. Both were evening spots be- 
tween 1<>:.'W) and 11:15 p.m. Result: 
ten sales of a $2!! coat item directly 
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THE RACKS WERE BARE THROUGHOUT WASHINGTON, D.C., WHEN PRESSMEN DID NOT GO WORK ON TWO OCCASIONS 



traceable to the two spots. 

Another Kaufman success came with 
using TV for Italeigh Haberdasher. 
They turned to WM5W (\BC-TV in 
Washington I and bought a participa- 
tion on the 6-6:50 p.m. scanning. The 
item was a $9.50 men's nylon shirt, 
never seen before in I). C. on or off 



the air. The hlaek-ad-white ad had 
been scheduled to run in newspapers 
that didn't appear on the streets. All 
that Kaufman had done in the partici- 
pation spot was to have the black-and- 
white ad pasted on a board and scan- 
ned during the time the announcer was 
describing the product. Result: 2H 



shirts sold the next da\. directly keyed 
to the video spot. . . . and it isn t eas\ 
to sell a $9.50 shirt even in Washington 
these days. 

I' nun eggs to women'" shoes radio 
did a selling job and so did TV. 
Safeway Stores hadn't used radio be* 
(Please turn to page U)) 
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SPIN THAT DISK 

I Continued from page 2."i I 

when n gue«t spot seems to demand it. 

While it*.* parents to whom most 
ju\enile opportunity hours appeal. 
tlie\ also have an extensive audience 
anv>ng the three to l.'bvear-olds. main 
of whom have performing ambitions. 
There was a time when most of these 
opportunity broadcasts weie presided 
irti'r hv adult.- and the\ still are in 
mam ca>is like the ver\ successful 
Horn and Hardait Children's Hour, in 
Philadelphia (WCAl I and New York 
l\VMi(!l. It was no accident how- 
e\er that the New "lurk program 
seemed much more entertaining to the 
youngsters when Kd llerlih\ was on a 
vacation and one of the older young- 
ster* on the program took o\er. The 
broadcasts weren I as finished produc- 
tions in the adult eves, hut their \er\ 
raggedness was ju?l what the under- 13 
ordered. 

The of-for-and-bv quality is what 
makes main of the kid revues success- 
es. Twclve-\car-old Richard Leone, 
nic's WIIOO's Tom Thumb Follies for 
an age group that runs slightly hevond 
13. hut Orlando's kids love it. Talent 
presentations do not depend upon pre- 
mium- hut on entertainment at the 
level of juvenile listeners. Thev also 
depend on the know-how of the adult 
who audition- the talent, writes the 
continuity, and mothers the brood. In 
the case of Tom Thumb Follies, it's 
Mrs. Frieda Hilton, who not onlv 
knows and trains the voting idea, hut 
who has worked for a number of \ears 
at radio stations. In other words, 
when she selects someone for the 
Follies she's thinking just as much 
about bow he'll sound in the home as 
she"- thinking about his native talent. 
I hat s why Sears sponsored the pro- 
gram for its kid clothes department. 
The Wilson Shoe Stoics also found 
that Follies sells shoe- to the entire 
family. 

It is general!) admitted that nothing 
I caches all members of a home heller 
than a good talent opportunity pro- 
gram. 'I here's nothing worse than the 
-aine type of program without talent. 
In a number of cases dramatic school- 
have either purchased linn- or else sold 
-lation management.- on presenting a 
juvenile program of the students of 
tin- school. In at least half of these 
cases the programs have drawn an 
audience completely composed of rela- 
tives of the students. Sponsors are 
warned to avoid kid programs where 



they've been put together h\ a school 

unle>s the school is exceptional. It"s 
virtually impossible to satisfy anxious 
parents who are paving tuition and the 
great radio audience too. 

Another popular device that hits a 
universal yen among the listening blue 
jean set is the junior disk jockey con- 
test. These sweepstakes can be simple 
or they can be complete promotions 
like the one that Ketehum. Marl .rod 
& ("rove dreamed up for their client 
Hamburg Brothers. RCA distributor* 
for Pittsburgh, and a RCA dealer, the 
Keeord and Gift ("enter. The junior 
disk jockey competition is paid for 
three-ways, co-op funds from RCA. 
I lanihurg. and the dealer. 

The KMC agency plan, which had lo 
he good since it competed for the high 
school and younger audience v\ith an- 
other disk jockey's program that hail a 
faithful audience, involved a regular 
Junior Achievement-like corporation. 
There is no money involved, however, 
and each stockholder i ? entitled only to 
one share of nontransferable stock. The 
corporative title was Sponsor and 
there were stockholding unit? in every 
high school in Greater Pittsburgh. 
Kaeh highschool unit elected a mem- 
ber of the hoard of directors, there 
were weekly competitions for the disk 
jockey of the week, who was paid the 
regular union scale for the job. A 
regular little newspaper called Spon- 
sor.' was published, mystery tunes 
were included on the program, and 
everything proinotionwise was planned 
to make this daily program some- 
thing terrific. 

This junior disk jockey plan was 
conceived for a very special reason — 
the youngsters today buy far more 
popular disks than any other consumer 
segment. Disk jockeys always .-ell re- 
cords even when they're sponsored |>y 
other than music stores. When there's 
a well conceived direr! tie-in with re- 
cord selling the results can be out- 
standing. 

\ yen special factor in a junior 
disk jockey promotion such as Sponsor 
is the fact that an advertiser need not 
buy time on the stations in town with 
the highest rates. Independents, like 
Pittsburgh's W'PIT. do a real job for 
music sponsors. That's v\hat they're 
made of music, news, sports, and 
music. 

Not all juvenile disk jockeys have 
young audiences. Frequently, if they're 
like \rm Carter. W arners Bros." star- 
let, they'll reach a more adult audience 



and the kids listen only when their 
type of music is aired. Ann's session 
of KFWR tended to showtuncs instead 
of kid tunes and although Ann usually 
talked about what she thought the 
composer was trying to s ay with bis 
music, most kids aren't interested in 
another kid's reaction to a tune. Thcv 
know what they think and unless the 
record spinner has something very hep 
on the hall, the kids turn a deaf ear. 
A typical Ann Carter I' resents session 
had Ring Crosby's Faster I'arade. 
Spike Jones' 1 a If anna Buy a 
Bunny?. \eely Plumb's Spring Tonie 
and Jo Stafford's and Cordon Mac- 
Rae's Bluebird oj Happiness. Sixteen- 
year-old starlet Debbie Reynolds, who 
also spin.- records on KFWR. picks 
disks that also hit at the older age 
groups. A typical Reynolds spinning 
session used Flla Fitzgerald's A Tisket 
a Tasket, Cordon Jenkins' Again. 
Frank Sinatra's Bop Goes My Heart. 
and I icn 11 \ Goodman's Spring Song. 

The combination id a fresh un- 
sophisticated approach to disk spin- 
ning is fun for adults. The younger 
set are fresh themselves and not too 
impressed with seeing themselves mir- 
rored on the air. 

They do however go for disk juries 
of their own age who sit down and 
say what they think of popular tunes 
and artists. This approach to a re- 
corded music session is very popular 
with the eight-to-eightccn group. It's 
a very simple commercial musical pro- 
gram formula. Take a number of new 
disks, mix a few hep youngsters — and 
a musical guest now and then, bet 
the music, kids, and guests, speak their 
minds and the result is good listening. 
It naturally requires an inc. who knows 
how to keep things going, but the me 
doesn't have to be a .McCalTerty on 
a juvenile disk forum. 

bet nothing in this report delude 
sponsors into believing that the simple 
combination of youth, disks, and an 
experienced jockey is a guarantee of 
commercial success on the air. 

Taint so. 

The ingredients are all there but 
unless they're well mixed by a pro- 
ducer who knows how to keep things 
going, who can make the kids act and 
sound like kids, it all can be a huge 
v\aste of time and nioiicv. 

F.ven if it's a good show, it still can 
be a waste of time without adequate 
promotion. 

Martin Rloek is a top llight disk 
jockey but he can show you his sears, 
failures on the air. too. * * ♦ 
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Not One * * * Not Two * * . Bvit 



THREE TOP-FLIGHT 

JOCKEYS 

on CKLW 







THE TOBY DAVID 
MORNING SHOW 

• From 6 to 9 o.m. doily, Toby 
Dovid's versotile music-with-comedy 
routine hos won him o high morning 
roting in the Greoter Detroit Areo. 
He hos proven, ogoin ond ogoin, his 
obility to move merchondise off spon- 
sor's shelves, fostl 



EDDIE CHASE and his 
MAKE BELIEVE BALLROOM 

• Afternoons, 3:30 to 4:45 ond 
evenings 6:30 to 7:00 Eddie Chose's 
inimitable Moke Believe Bollroom . . . 
of lotest recorded donee tunes in o 
reolistic bollroom otmosphere, hos 
ronked him one of Detroit Areo's top 
solesmen. His show listens smoothly 
with the public . . . ond pocks o soles 
punch with sponsors! 



HAL O'HALLORAN'S 
DAWN PATROL 

• From midnight to 4:00 o.m., 
O'Holloron— o stor of Notionol Born 
Donee fome — omuses o big oudience 
of stoy-up-lotes with request record- 
ings ond on ogreeoble brond of 
folksy humor. Porticipotion in Hoi's 
show meons sure-fire results ot down- 
to-eorth cost! 




• Many advertisers have already climbed on the 
bandwagon, due to the increased ratings of these 
shows. More will also line up under our new 
50,000 watt power! 



CKLW 



Guardian Building, Detroit 26 • Mutual System 



National R«p. 
Adam J. Young, Jr., Ins. 



Canadian R»p. 
H. N. Slovin I Co. 
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Lang-" 0 u_\i 
Stein«ay Hal street 

New io r "- 
Dear 

Thought yf er f e !" was 



for "MIKE MYSTERIES!! 

Convicted of Stealing 
Audiences, Killing 
Competition and 
Beating High Costs 

"Mike Mysteries" is a 15- 
minute "Network Calibre" 
show (5 times weekly) worth 
a minimum of $1,000 per 
program. Yet, it is available 
to local and regional spon- 
sors at station time plus a 
small service fee. What a re- 
ward for sleuthing sponsors! 

DESCRIPTION 

"Mike Mysteries" combines 
murder, mystery and music. 
Each show includes a . 2- 
minute "Whodunit?" written 
by Hollywood's ace mystery 
writer, John Evans. Listeners 
are held in suspense await- 
ing the solution until end. 

"Mike Mysteries" is a 
member of the fabulous 
Lang-Worth gang, including 
"The Cavalcade of Music," 
"Emile Cote Glee Club," 
"Through the Listening 
Glass" and 14 other pro- 
grams equally guilty of steal- 
ing audiences for over 1,200 
advertisers. 
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Information leading to the capture of "Mike 
Mysteries" may be had from your local Lang- 
Worth subscribing station or its representative. 
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STEINWAY HALL. 113 WEST 57TH ST. 
NEW YORK 19, N. Y. 
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Mr„ Sponsor asks*.* 





The 
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In reply ti> this 
question, may 1 
respond with an- 
other question: 
What has gone 
wrong in the 
I nilc-cl Slates l<> 
permit llie sup- 
prcs.-ion for over 
ten years of llie 
1) e s I form of 
aural broai [casting known? 

There is much enlightenment in the 
hearings held hy several Congressional 
( •ointniltees that have looked into the 
happenings in the broadcast field dur- 
ing the past ten years. Briefly, how- 
ever, the. reason FM has not made 
more commercial progress is this: 

lieforc the war FM was a highly 
competitive, fast-moving threat to the 
\\1 s-ystcm. It was progressing al an 
ever-increasing rate that eonld not he 
-lowed down In am thing short of war. 
The four-year war period enahled the 
Federal Communications Commission 
to take the engineering of the svslem 
out of the hands of the men who built 
the art and to redesign it according 
to it- cm n ideas. 

One of these, ideas consisted in mov- 
ing F\l from the hand where it was 
operating successfully, on the ground 
there would he "intolerable interfer- 
ence" if KM slaved there. A second 



'FM i?. a superior form of broadcasting, vol 
thus far it hasn't become an efficient national 
advertisinu medium. Why?'" 



Joseph Giordano 



Sales and advertising manager 

V. La Rosa and Sons. Inc., Brooklyn 



idea was the imposition of the "single 
market plan." which had the effect of 
destroying llie coverage of the princi- 
pal pioneer FM stations by cutting 
down their power lo a few percent of 
what the Commission had already 
authorized. 

The net result was lo remove F.M 
as a serious commercial threat to the 
established AM system, reducing it, 
for llie lime being at least, to a mere 
adjunct of the existing system. 

The whole matter has been sur- 
rounded h) a series of extraordinary 
circumstances. In l°45, the then 
chairman of the FCC informed mem- 
bers of Congress Unit F.M must be 
moved from the channels where it was 
operating successfully because of "in- 
tolerable interference." Into these re- 
gions of "intolerable interference*' was 
moved the television service- a service 
at least a score of times more vulner- 
able to interference than FM. The ex- 
planation given in 191.") was that tide- 
vision was to be in these channels 
"only temporarily." 

i\ow comes another FCC chairman 
urging all broadcasters lo get into tele- 
vision on these same channels before 
it is too late that television will be in 
these channels permanently. 

It is "engineering" of this sort that 
has hampered the development of the 
I'M system. Other reasons were suc- 
cinct") stated in the lemarks of Con- 
gressman Walter of Pennsylvania, 
printed in the Congressional Keeord 
of 12 April: "FM has been obstructed, 
stepped on, blocked, or ignored from 
the start by some of the big interests 
in AM radio and by tin- Federal 
Communications Commission. ' 

However, despite the fact that it was 



impossible, after the change in fre- 
quencies, to obtain adequate high- 
power transmission for over two years, 
and despite the fact that sensitive 1 , in- 
expensive receiving sets required near- 
ly three yean- before quantity produc- 
tion could be obtained, the lime has 
now arrived where the superior serv- 
ice and greater coverage of the FM 
system are about to be demonstrated to 
a large part of the population of the 
I'nited States. 

Emux II. Armstrong 
Aeie York 



FM being a de- 
finitely superior 
form of broad- 
casting, it h a s 
h e c n hampered 
mainly by the 
numerous weak 
crutches of low- 
powered interim 
operations which 
have been more 
detrimental to the FM industry than 
any other one thing. 

j\ow that the pressure groups are 
realizing the unlimited possibilities of 
FM, due lo the coverage, quality, etc.. 
the wav has been paved for high 
powered FM to do the job. This, 
in my opinion, will be accomplished 
in a very short period of time With 
the stepped-up production of I»vr- 
priced quality FM receivers, including 
FM automobile sets, the outlook for 
the FM industry at this time is indeed 
very bright. 

Fi.oi.sk Smith Hvnn.v 
President 

Birmingham Broadcasting Co. 
Birmingham, Ala. 
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KM is a superior 
form of broad- 
casting, and i( is 
an efficient me- 
rl i mil for na- 
tional advertis- 
ing. The fart that 
this unsurpassed 
method of sound 
broadcasting i s 
not being used 
for national advertising on a scale 
similar to AM usage does not in any 
nil) lessen it> efficiency as such a 
medium. 

Consider facts and we see that KM 
is the bright spot in the broadcasting 
picture. There are more than 750 KM 
stations now in operation, consisting 
of 725! commercial FM stations and an 
additional 30 or more educational I'M 
stations. These commercial KM sta- 
tions, in addition to covering the more 
densely populated urban areas, cover 
as well considerable rich rural and 
agricultural sections. Moiling this 
down into more specific terms of cov- 
erage: there are more than 100.000.- 
000 people — better than two-thirds of 
the total population of the U. S. — who 
live in 451 cities served by KM sta- 
tions. And this coverage is the same 
day and night since FM signals are 
unaffected by nighttime atmospheric 
conditions that interfere with the trans- 
mission of AM signals. 

The coverage is there day and night 
and it is there on static-free, interfer- 
ence - free, superior - coverage basis. 
\nd don't take mv word for it. 

FCC chairman Wayne Coy in a re- 
cent speech said he felt encouraged hy 
the growth of KM; that KM will con- 
tinue to grow; that KM will not be 
squeezed out by television: that the 
nation will continue to require sound 
radio service: that the best sound 
radio service is KM; that millions of 
people can be reached adequately only 
by FM ; and that it is becoming in- 
creasingly important for advertisers 
to reach the KM audience. 

Concerning the latter, Coy empha- 
sized: "Millions of people can he 
reached by an adequate signal only 
with KM. Those millions are con- 
sumers who are becoming increasing- 
1\ important for advertisers to reach 
as the tempo of American merchandis- 
ing is stepped up." 

One of advertising's basic prin- 
ciples is: "You've got to reach 'em 
to sell 'em." Kadio advertisinj; is also 
(Please turn to page 68/ 



Watch the 
New WDSU 

No other New Orleans station 
is doing so much, for so many 
so successfully! 



Televised for the 
First Time! 

The World Famous 
Mardi Gras 
(Sponsored by 
General Electric) 



"New Voices" 

A Simulcast 
(AM-TV-FM) Series. 
One of the many 
new WDSU 
Productions. 
(Open for Sponsorship) 
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JOHN BLAIR & CO 
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RADIO FILLS GAP 

(Continued jrom page 33) 

fore I he strike for a long time. It 
featured white eggs for Easier dyeing 
and sold out following one dn\ > radio 
featuring of the -pecial. 

It ma\ not seem that Easier is of 
much moment to a drug chain, but it 
is. Easter business must be high, or 
else the sales trend suffers. People Drug 
Stores is the dominant ehain in Wash- 
ington, it had. several years prior to 
the strike, used no radio. Came the 



pressman walk-out and it used \\ OL. 
WTO!'. WW'DC and \\ WDC-I'M 
T r a n s i 1 1 ad i o . Business held up. 

It wasn't only the local-retail 
accounts that switched for the strike 
period to radio, but some national ad- 
vertisers al*u bought special time, llor- 
inel was one of these, buying as many 
as 1 1 announcement:- on a single sta- 
tion through OBD&O. 

WHAT STATIONS DO WHEN 
PRESSES STOP IN 4 JULY ISSUE 



No other station — 



Chicago or elsewhere* 



COVERS 

South Bend . . . 
on lv WSBT does that! 



Sun-, other stations ran In; hearil in Souili 
Itinil — lint llir. aucIiVm't" listrns to VSBT! 
This station always lias heeii. and slill is, I lie 
overwhelming choiei; ol listeners in the Soul li 
Jlend market. No other station even comes 
close in Share of Amlieme. I .ook at any Sooth 
Bend Hooper for ronvinciity! proof. 




PAUL 



RAYMER COMPANY 



5 0 0 0 W A I I S 



NATIONAL REPRESENTATIVE 



SPONSOR IDENTIFICATION 

(Continued from page 23) 

Scouts has 80.2'* of its- listeners testi- 
fying to the fact that the program is 
sponsored by Lipton's tea and soups. 
Talent Scouts isn't an old timer. 1 1 
doesii t indulge in any commercial 
gimmicks — Godfrey does the commer- 
cials in bis "straight" Godfrey way. 
There's no attempt to get the name 
"Lipton " in every Godfrey gag. The 
name "'Lipton'" isn't in the program 
title. 

The program ranked fifth in Spon- 
sor Identification is Fibber McCee and 
Molly. Like Godfrey, its high SI is 
due to the personalities on the pro- 
gram. . . . the Jordan.- and Harlow 
Wileox. It's Wilcox who does the 
selling but the fact that he's built into 
the program has made '"W axy" possi- 
ble. 

Of the second five in the SI Top 
I en. four are qui/ programs and give 
the sponsors' tradenames a constant 
plug. Since the) all are giveaway pro- 
grams, they disprove the theory that 
giving away a number of tradenamed 
products on the air reduces the im- 
pact of the sponsor. The four are all 
daytime programs, which belies 
another theory, i. e.. that women dou t 
listen intently during their housework 
hours. 

Program number seven in February 
SI rating is the Telephone Hour. With 
the exception of the fact that it has 
been on the air in the same spot for a 
number of years, and has the adver- 
tiser s name in its title, it just doesn't 
adhere to the high commercial impact 
tenets. 

Programs don't stand still in their 
Sponsor Identifications. Despite the 
fact that the Aid rich Family has de- 
livered a loyal constant audience for 
over ten years, a year ago February 
its SI was down to The "coming, 

mother comedy drama has always 
had the same sponsor, General Foods. 
It seldom has been announced as a 
GF program, because it has had to 
sell not the corporate title but a num- 
ber of GF products. It yvas also used 
to sell tyyo or three different products 
per broadcast through the cowcatcher 
I before program announcement I and 
hitchhike (the past program tag) 
routine. 

(airrenlh. GF has decided to permit 
Henry to concent rati" on Jello 
I'uddiiigs. 

Kesult? 

The /I Id rich Family SI has increased 
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This new book far radio station monogers, promotion men and soles 
reps tells how to get maximum sales results from station promotion 



SPOT RADIO PROMOTION HANDBOOK M P a 3 es, m* n, $1.00 



Here is o stroight-forword report af immediote ond momentous interest to you. 
It tells how advertisers ona* agencies soy they se/ect sfofions for spot rocfio 
advertising . . . interpreted in terms of spot time selling and promotion. 



These ore your prospects ond their agencies 
speaking 

hi this new Handbook, important consumer ad- 
vertising and sales executives agency principals, 
account executives, media directors and time 
buyers take spot time selling and promotion 
apart. They pull no punches, hut they point up 
clearly, not just its weaknesses, but also its 
inherent strengths and its often unused poten 
tials for helping you sell more time by helping 
advertisers select your station whenever it oners 
them what they are looking for. 

Here's just an idea of whot you'll get out 
of what they say 

Read and study what these experienced adver- 
tising people say about time buying, as reported 
in the SPOT RADIO PROMOTION II AND- 
HOOK and interpreted in terms of spot time 
celling, and you'll discover . . . 

, , . how to keep more of your direct mail out 
of the wastcbasket, where so much of it goes 
before it's had a chance to deliver; 

. . bow to use trade paper advertising to make 
impressions that contribute to selling; 

. . . how to do nu important and perfectly timed 
informing and celling job with space in the 
buyers' service type of publication; 

how to help your reprcscntatii'es find more 
time and opportunities for productive calls. 

The SRPH covers all major selling tools 

The SPOT RADIO PROMOTION HAND- 
BOOK shows how all the major tools of spot 



time selling and promotion (station salesmen and 
reps, direct mail, advertising in the different 
types of trade and service papers that rea-'h 
advertising and sales executives) serve, or can 
serve, specific needs of advertisers and agencies. 

It breaks down the time-selling joh into its 
comiKuient steps and shows which parts of it 
can be done most effectively and most economi- 
cally by which sales tools or combination of 
sales tools. 

1 1 describes the sort of station and program 
information buyers of spot time say they want 
and rely on when they're comparing the differ- 
ent possibilities and making their final station 
selections. 

In short, the SPOT RADIO PROMOTION 
HANDBOOK gives you a practical, workable 
promotion pattern that will enable you to yet 
the yrcatcst possible benefit from what yon 
spend for direct mail and space. 

It would cast yau thousands to get for your- 
self what this baok gives 

I f you retained highly competent field inter- 
viewers to poke around among advertisers and 
prosj>ects and their agencies, you'd certainly 
get some very useful and objective answers to 
many selling and promotion problems. Xotv t 
this book does exactly thai for you. It saves 
what you would have to spend in time, money, 
and manpower to find out for yourself what it 
takes to give your own promotion and adver- 
tising real selling power. 

If you don't agree with us after you've read 
it, just return the book and we'll promptly 
refund the dollar. 



STANDARD RATE & DATA SERVICE, INC. 

The Naf tonal Authority Serving the Medio -Buying Function 

CHICAGO • NEW YORK ■ LOS ANGELES - SAN FRANCISCO 



(lives you what it would cost you, 
literally, thousands of dollar-, to get 
for yourself: a first-hand, up-to-date, 
composite picture of spot tune buy 
ing habits, practices, procedures, and 
prohleins — and how you can infiuetnc 
thein most favorably. 

PARTIAL TABLE OF CONTENTS 

INTRODUCTION — A first-hand 
study of users' practices and view- 
points; The ->pot time selling job; The 
time salesman; The printed word, the 
salesman helper. 

WHO PARTICIPATES IN SPOT 
TIME HL"YINt; — Where list build 
ing begin-. The pattern of working 
rcspousihilties; Market selection; Si\ 
negative market factors; Itudget and 
appropriation ; Station selection. 

W 1 1 AT n TVER S S A V T 1 1 EY 
WANT TO KNOW AHOUT STA- 
TIONS - 1 )ifferencc in viewpoints ; 
What sort of information wanted 
most ; Four major station values : 
( 1 ) Coverage, Geographical Charac- 
ter Utic«*, economic and marketing 
characteristics; (2) Audience, Sta 
tion "personality" plus program 
power; (3 ) Programming and pro- 
gram structure ; (4) [Production qual- 
ity: Product merchandising aids; 
Program promotion : Availabilities 
Cost ; A valuable time-sales promo- 
tion pattern. 

HOW TO REACH THE PEOPLE 
WHO INFLUENCE TIME BUY- 
ING -— Station salesmen and reps: 
Dispensers of availabilities; Increas- 
ing salesmen's chances to clo-e ; 
Ihret t mail : What do agencies and 
advertisers do with it; useful infor- 
mation the key to successful direct 
mail; The radio, sale*, and advertis- 
ing trade papers: They're all differ- 
ent; 77ie buyers* .tfmVf type of pub- 
lication : I low used ; Timing factor 
important promotion wise: Salesmen 
and prin ten word a team; Habit of 
use lays basis for full promotional 
value. 

CONCLUSION— iiicrea-e sales vol- 
ume: Reduce unit selling cost; The 
research behind this book and an 
invitation. 



Ode' 1 




STANDARD RATE & DATA SERVICE, IXC. S-6 
333 North Michigan Avenue, Chicago 1, 111. 

Please send me a copy of the new SPOT RADIO* PROMOTION" HAN'DHOOK. Enclosed is my dollar. 
I understand that yon will refund my money if I return the book to you in ten days. 



NAM E 

COM PAN V... 
STREET 



..TITLE.. 



..CITY ...ZONE.. 



STATE. 
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2<U over February Whereas 
oiih ;?.").<'!'( of the listeners knew who 
wa* sponsoring the K/ra Minic opus 
hist vear. 56.1 '< testified that the 
pioduct «a« now Ji'llo Puddings. Mul- 
tiple products according to I Jctkinpcr. 
do not cut down 51 for a halfdioiir 
evening program. Tin*) did for tin* 
Aid rich Family. 

Vnotlicr example of an improved 
SI i* C.roucho Marx's- coined v quiz. 
Fast Februarv it could only dclivei 
.'{.'5.2' i of it?- audience that knew the 
advertiser presenting him was Klpiil- 
\mericaii. This \ear. in Februarv. 



52.7' < told the Hooper voice.*- \v it h-a- 
smile that Marx was selling Klgin- 
American compacts, an increase of 
l l >.5. 

Not all go up. not by far. Two 
good programs in the past year saw 
their Si's plummet downward. Ked 
Skelton. a vear ago February with 
Kools for a sponsor I Penguins and 
all l, had a 66.2. Fehruarv of this 
vear. with a better time on the air. 
Friday. 9:3(1 to 1(1 p.m., he had a 26. 
a cool loo of 10.2 of sponsor recog- 
nition. The product was new for lied 
lI'&G's Tide) and the shift from a to- 



bacco to a soap wasn't negotiated well. 

)lystery Theatre for years ha.- been 
a lovf -cost-effect he-sales vehicle. Pre- 
viouslv it was known as the M oik Mys- 
tery Theatre, which helped establish 
the sponsor's name. Molle. It rated 
35.2 February Sterling Drug 

decided to move Mystery Theatre from 
Young k Uubican to Dance-Fitzgerald- 
Sample, to cut its budget, and to use it 
to sell a number of products, including 
Double Dandeiine. Result of the com- 
bination, plus- a move from N15C r ri- 
days to CBS Tuesdays, dropped the 
SI from 55.2 to 18.4. Drug houses are 
geneialK not too interested in their 
programs' Si's. (A reporat on this is 
due in sponsor. -1 July. I 

A number of other studies of Spon- 
sor Identification have been made by 
advertising agencies. These have been 
made not because the agencies give a 
great deal of credence to the impor- 
tance of SI, but because the index is 
the only one. aside from Nielsen's 
product Usage, that is available for 
evaluating the commercial impact of a 
program. 

Some of the studies reveal some 
staitling facts. Among these is in- 
cluded the relationship between the 



COVERS THE 
PROSPEROUS 
WHEELING 
METROPOLITAN 
MARKET 
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F 

AM-FM 

Studios and Transmitter: 

BELLAIRE, OHIO 

Wheeling, W.Vo. Martins Ferry, Ohia 

Represented by 
THE WALKER COMPANY 



Pick Up the Spares 




WIND WMAQ WGN WBBM 
560 670 720 780 
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JUNE ™ 
12,19 

Fritz 
Reiner 




JUNE 26 t" fM 
JULY 3, 10 ^ 

Arthur 
Fiedh 



er 




JULY 17 

Sigmnnd 
Romberg 



Every Sunday Evening 
June 12 through September 4 

UNITED STATES STEEL 

presents the 

NBC SYMPHONY ORCHESTRA 




& 



Ctmcerte 



and GEORGE HICKS 
speaking for U.S. STEEL 




JULY 24, 31 

Wilfred Pelletier 




2Mb* 

AUGUST 7 

Percy Faith 




AUGUST 14, 21 

Dimitri 
Mitropoit/os 




AUGUST 28 

Do rati 




SEPTEMBER 4 

Harold Levey 



"t ^ " 00R S0,,,A1,S 8:30 "* «»') "K NETWORK 
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"Inn. Inn. buy" ;in<l "hurry, hurry, 
hum " announcements and those tliat 
just inform the lit-teiier of the reasons 
wh\ she should buy the product. I lie 
Sponsor Identification of the former 
type of coiniiiereial is nineli lower than 
that of the "informative'" type of air 
selling. 

Low program Upe on the SI pole is 
tmslcrv. while, as indicated previously, 
(juist top> the rank order. Onlv three 
program types deliver better-thaii- 
axerage Si s: quiz, comedy variety. 
HlUfical varietv. Five Upes consistent- 
1\ deliver less-than-average coiniiiereial 



recognition: classical music, general 
drama, popular music, comedy drama, 
and Mystery drama. 

There i> very little relationship be- 
tween cost of program and its SI. 
While Deckinger reported that there 
tends to he a half-point improvement 
per thousand-dollar-of-talent co-t. he 
abo points out that his figure.- I 1917 I 
repealed that Dr. Christian, with a 
talent cost of SI. 0(10 a week, received 
a 57. and Fred Allen, with a cost of 
$20,000. received only a 29. To bring 
these figures up to date I February. 
19491 Christian has a 50.4 and Fred 



MM 

in the % Mobile Mark 



*Hooper Station Audi, 
ence Index October, 
1948— February, 1949 





SHARE OF AUDIENCE 


* 


8 


AM to 12 Noon 


31.8% 


12 


Noon to 6 PM 


47.2% 


6 


PM to 10 PM 


49.0% 



For a further breakdown, see — 
HEADLEY-REED, National Representative 




AN AFFILIATE OF THE NATIONAL BROADCASTING CO. 
H W. O. PAPE. President 



Allen a 4o.8. a much closer lineup in 
SI. but there s still the great divergence 
in talent cost in these two programs. 
Current talent figures indicate that 
Christian costs nearer S5.000 now and 
that Fred Alleifs figure has been 
s baved a little. However, even with 
both shows neck-and-neck. l)eckinger"s 
point continues to be good — talent cost 
in itself is no insurance for a better SI. 

Hooper has from time to time 
projected what he calls an Impact 
Rating for programs. This is a com- 
bination of I looperatings and Sponsor 
Identification. For February, Lux 
Radio Theater had a I looperating (if 
25.1 in the 36-city telephone-home 
survey. It bad. for the same period, 
a Sponsor Identification of 86.3. 
Kighty-.-ix-point-three percent of 25.1 
is 21.7. That's how impact rating? are 
figured. They represent the per- 
centage of the telephone homes that 
listened to the program and knew the 
sponsor or his product. 

The Impact Hating does things to a 
program's Hooperating. The Speidel 
portion of Stop the Music had a 23.2 
Hooper for February. 1919, but only 
an i!.4 Impact Hating due to a low 
Sponsor Identification (36.4). The 
misidentification factor on programs 
like Stop the Music is many times 
higher than in the case of 90' < of the 
rest of the programs on the air. The 
same, is true of Breakfast Club, and 
even Arthur Godfrey's daytime seg- 
ments have a high confusion factor, 
due to different sponsors per 15-minute 
segment. Godfrey's misidentification 
runs as high as 26.2 for his National 
I biscuit 10:45 a.m. broadcast. The 
I'hilco segment of Breakfast Club had 
a inisidentification of 25.2. Listening 
on Slop the Music, because of the con- 
i test factor, is tighter than on another 
type of program, and the inisidentifi- 
cation doesn't run as high as Godfrey 
or Breakfast Club, hut it nudges them. 
The Speidel section |!!:30 p. in. I reach- 
es 23.4 in wrong responses to the (pies- 
lion. "W ho sponsors the program?" 

There has heen much stress on the 
hypoed Sponsor Identification which 
results from telecasts. While there are 
no 36-cit\ TV Sponsor Identification 
figures available, Hooper has compiled 
figures for New ^ ork, and they aver- 
age only ten points higher than the 
36-eilV regular radio SI figures. Since 
\ew York is presumed to he more 
brand-conscious than the rest of the 
country it s not surprising that (he 
T\ Sponsor Identification figures for 
I I'lease turn to pape 63 1 
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Facts about readership at 



COMPTON 

Ted Bates 



There's no secret about Sl'OXSOITs popularity at 

national advertisers and agencies. It's a single- 
purpose publication. 100'? devoted to the dollar-and-cents 
aspects of broadcast advertising. 
Because it gets intense home readership, because 
it appeal* to the very people who are in a position 
to bin your station facilities, because it's 
an important publication yuu'Il find SPONSOR ideal for 
your national advertising purposes. Ask your 
national representative. 

Three nut of every four copies (8.000 guaranteed) go 
to broadcast advertising buyers. An average of lO'-j 
imiil subscriptions go to readers at each of the 20 top 
radio-billing agencies. 



...and at 



"Sl'().\S()l{\s the answer to a need in trade 
papers. Everyone here reads it that should." 

I1K.NHV Cl.OCIIKSSV. 
Head Radio Timebuyer. 

Campion 

"Sf'O.SSOR brings me 'inside' on all current 
radio and lei 'vision activities. I especially look 
forward to t te 'Mr. gPOXSOR sISKS' jorum 



which puts 
spot . 



•a/ious industry bigwigs on the 

1SKTTY Id 111 BRL'NS. 

Timebuyer, Ted Hates 





Compton 

Subscriptions to SPONSOR 



Home 

Executives 
Account Execs 
Timebuyers 



4 Office 



10 

6 



2 Radio Director 1 
1 Media Director 1 

3 Others 2 



Some Compton clients who subscribe: Goodyear 
Tire and Rubber. Procter & Gamble, Socony- 
Vacuum Oil 



Ted Bates 

Subscriptions to SPONSOR 
Home 4 Office 



6 
2 



Executives 
Timebuyers 



2 Others 
3 



Some Ted Bates clients who subscribe: Brown & 

Williamson Tobacco, Carter Products, Colgate. 

Palmolive-Peet, Continental Baking, Standard 
Brands 




JI1BUW I * 
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You're sure to hit home 
with sponsors and agencies 
when you advertise 



in SPONSOR 

For buyers of Radio and TV advertising 

40 Wesl 52 Street, New York 19 



97,410 Radio Homes 

in the area served by 

KMLB 

— the station with more 
listeners than all other 
stations combined — 

IN N.E. LOUISIANA 

Right in Manrae, you can reach an audi- 
ence with buying power comparable ta 
Kansas City, Missouri. 1 7 la. parishes 
and 3 Ark. counties are within KMlB's 
milevolt contour. Sell it on KMLB! 




KMLB 

MONROE. LOUISIANA 

* TAYLOR-BORROFF & CO., Inc. 

National Representatives 

* AMERICAN BROADCASTING CO. 
5000 Watts Day • 1000 Watts Night 



An excerpt from o letter to Cleveland's 
Chief Station 



Cienernl Mills, ln< 




Vr. fr.ni, „. E1 
Dlrsctor or s.Ie. « n d 
Soles fromotlon 
Rfdlo Station 
rlsyhouss 
CI »v« 1 am'^cS^ - 

o«ar from the 

standpoint of 
» General MiU s , you $ 
promotion of our Jack 
A rms t r 



'°ng Safety 
Slogan Contest 
was a huge 
^success . 

— >1>C MKiS.ICC. 



BILl O'NEIl, President 




WJW 



CLEVELAND 



RCPRCSCNTFO NATIONALLY BY MCAOLfY- Bff O COMPANY 



|>.S. {Continued from page 14 t 

vpn-ion of Stop the Music has pulled in. Winner's rating? have also 
improved, partially as the result of a hypoed viewer interest and 
partially because of a switch to Saturday nights and a heller time, 
until the show now rale.- ninth in the ">-14 .May TV Hooper for 
New York with a 2*J.3. Stop the Music, in which Winner producer 
Goodson also has a hand, is doing nicely, earning itself an average 
hourly rating, in New \ ork. of 26.5 in the same Hooj>cr TV rating. 

Although the total itiimlter of postcards returned to the TV Slop 
the Music is as much as the total nninher of television .-els in the 
country a few months ago, the visual show isn't likely to put the 
parenl radio version out of hnsiness for a long time. Several 
times, people who have hecn called by the TV show have promptly 
named the "mystery melody'' used on the radio program. To the 
majority of listener* to the radio Stop the Music who live in lion- 
metropolitan centers, and to whom the long-dislaiiee phone-call 
gimmick means most, the show is .-till primarily a radio program. 

\1!C. which has long had an unofficial "thumbs down"' policy 
on give-aways, has chucked the policy out of the window. With 
top-rated shows still leaving .NBC for CMS. the interest in money- 
making shows has returned. A snper-gi vc-aw av \BC show entitled 
llollyuood Calling is set to start on 10 July, with the second half 
of the one-hour show already sold to Gruen Watch. NBC. possibly 
with longne-in-cheek. has stated that it is not an attempt to fight 
erstwhile NBC comic Jack Benny on CBS. but llollyuood Calling 
is scheduled for the Sunday night 6:30-7:30 p.m. spot, with the 
Gruen portion directly opposite Benny. The show will feature film 
star George Murphy and a host of llollvwood-name talent on a 
rotating basis. The program revolves around the long-distance tele- 
phone, with guest stars making the calls, and questions growing 
out of the movie industry. I be beginning jackpot is huge, already 
-el at over $30,000. with extra prizes (example: a "p 1 " 0 !' kiyetle 
from a recent film, for an expectant mother) coming from the 
movies themselves. Extra promotions for the show, featuring salute- 
to various stales, will be an outgrowth of the question-selecting 
process, by which stale governors choose the. numbers to he called. 
NBC cxptvts to go the promotional limit on the show, which was 
batched in a collaboration between Lou Cowan. Slop the Music's 
mastermind, and network program executives. 

Film exhibitors, now divorced from the film makers bv govern- 
mental decree, are reported to be working out a scheme to curb 
the inroads of TV and radio give-away shows into their boxofliee 
returns. An organization, aptly titled Santa Clans (,hiiz Shows. 
Inc.. is planning a series of .~>2 ten-minute film shorls with a quiz- 
show theme, the theater audiences to be the onlv ones permitted 
to play the game. The jackpots, now approaching reductio ad ah- 
surduin among give-aways, are planned to lop $100,000. with a 
good deal of emphasis on the merchandise prizes that will receive 
lobby-display ballyhoo. 

Bret ton Watches has followed Grncns lead into network give- 
away programing. This watch firm, a newcomer lo broadcast 
advertising, has purchased a John Heed King vehicle. Co For the 
House, on ABC and will schedule it, probably with a new title, in 
the firsl half tif the hour-long period vacated by Theatre Cuild's 
mo\e lo NBC. 'fhe show, which will -ell Brctlons on Sunday nights. 
9:311-10 p.m.. will feature a telephone gimmick. 

Happily in the middle of the new activity in give-aways, both 
in and out of broadcasting, arc the nation s give-away brokers. 
Tvpieal of llicir ri.-c is New \ork"s I'ri/.es. Incorporated. In four 
\ears. I'ri/.es. under the direction of Don Barry and Bose Magdalany . 
has gone from a I w o--iation. six-client sel-np lo an organization 
servicing 1">0 radio and T\ stations and 120 clients whose mer- 
chandise, totalling now oxer $2,000,000 annually, is given away cm 
the air. via local stations inainh. 
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WEMP 

MILWAUKEE 




SEE WHAT 
THE BOYS IN THE 

BACK SEAT 



WILL HAVE! 



WHY "Mooper-up" AT WEMP? 

1. Policy of popular music all day long pays off in Milwaukee 

2. More play-by-play sports than any other Milwaukee station 

3. Programs and personalities that please the people: 





Shan 


> af Audience 




• HI-TIME 6-9 AM with Vern Harvey 

• CLUB 60 2-4:30 PM with Tom Shanahan 


*J4oopereport 


WEMP 

Position 
Nov. Dec. 1948 


WEMP 

Position 
Mar. Apr. 1949 


• 1340 CLUB 4:30-7 PM with Tom Mercein 

• OLD-TIMERS PARTY 7-8 PM with Bill Bramhall 


10 listed stations 
(3 Chicago) 

MORNING 


7th 


3rd 


• WIRE REQUEST 11:30-2:00 AM with Joe Dorsey 


10 listed stations 
(3 Chicago) 

AFTERNOON 


7th 


4th 


SPONSORS ARE IN GOOD COMPANY ON WEMP 


7 listed stations 
(3 Chicogo) 

EVENING 


6th 


3rd 


Gimbels Schusters 


iased on Hooper Station Listen 


ing Index 





Household Finance Corp. 
Miller Brewing Co. 
Colgate-Palmolive Peet 
Socony Vacuum 



Kool Cigarettes 
Robert Hall 
Hudson Motor Car 
F. W. Fitch 



Milwaukee, Wis. 



Hugh Boice . . . General Manager 

Headley-Reed Inc. . . . National Representatives 

20 JUNE 1949 



Milwaukee's ONLY Full Time Independent 
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PUBLIC SERVICE 

I Continued from page 31 I 

iim i WlDf. This program, sponsored 
h\ Tlic 1 1 an iail % litns... «;b recently 
selected a.» uiic of the winners of tin* 
mil-l, mding service to highway safety. 

Sgt. Willnini l.egree. Tin 1 Singing 
Cop. is a ini'ii 1 1 mm of tin- Flint Police 
Depaitinent assigned to special duty 
in connection with tin- safety program 
throughout tin' Flint school system. 
He makes daily appearances at srhools 
anil ht'forc otln'r groups of children to 
sing safely songs ami ti'll litem stories 
alioul safety. Ilamady llros. feci their 
institutional commercials have more 
than paiil oil. though thev have made 
no attempt (feeling it inconsistent with 
the nature of the program t to trace 
lmsiitesi- directly to the show. 

For the same reason Johnson & 
Johnson have refrained from u*ing any 
of the proved devices for testing the 
impact of their commercials on lis 
1 our Lije. Thev use a dignified, re- 



WE 
DON'T 

DRIFT 

INTO 

SNOW (Ky-)! 

so hot in the X ^ lca B i a 50% 

« hdi» dig y«« «»'- no,r - 




strained selling message instead of the 
strictly in.-titutional copy used In 
llainadv Bros., a grocery chain. 

I his program is produced in the 
form so often adopted l>\ the sponsor 
interested more in prestige than in di- 
rect commercial impact — the documen- 
tary. This form of presentation i P proh- 
ahl\ the champion rating-depressor. 
1 hat is mainly hecanse its attempt to 
he realistic and '"hard-hitting" usually 
lose; — as eommoiilv produced — just 
the piograni values that attract audi- 
ences. Till!, has heen true of even 
such elaborately -produced documen- 
taries as CPS' The Eagle's Brontl. 
whose rating plunged to a 6.4 from 
the previous 11.1 earned by Informa- 
tion ['lease and depressed ratings on 
hoth sides of the period for several 
broadcasts following. >o producer lien 
Park of the Chicago Industrial Health 
Xssociation had two strikes against 
him when he walked into the adver- 
tising sanctum of Johnson & Johnson 
with audition records of It's ) our Life. 

How would a documentary -tv pe 
program designed to promote better 
living through better health (it into the 
advertising program of Johnson i. 
Johnson? Especially when the adver- 
tising program for I'M') had already 
been formulated without plans for 
radio? 

I be show was presented as a 15- 
minute program designed to be aired 
in the daytime five limes a week. This 
meant a predominantly woman's audi- 
ence, which seemed right for -urgical 
dres.-itigs and baby products I the di- 
vision of the company to which lien 
Park made his presentation I . 

It had one quality that set it apart 
from competing davlime programs: it 
promised to tell the people of Chicago 
I or an) community I about the re- 
sources and the people who were work- 
ing day and night to protect their 
health, the future of their children, 
the whole pattern of their daily lives. 

Put with all this, would people 
listen? Could such a humanitarian 
program build an audience in com- 
petition with the powerful appeal of 
serials and other successful davtinie 
radio? The fact that lien Park was 
producer meant something. lie had 
set Chicago allame last year with 
Hepoil I nrensored. the series that won 
nine awards, including the du Pout 
and Peabody. lie started specializing in 
educational and public service broad- 
casts on \\ iseonsin s state-owned W "11 \ 
while attending the univ ersit \ at 
Madison. 



Fdward G. Cerbie. Johnson & John- 
son advertising director, was well 
aware that some of the most attractive 
appeals in daytime radio include both 
people and problems with which wo- 
men can identify themselves: sus- 
pense: and happy solution:-. He put 
// .< ) our Life under a microscope to 
find out how manv of these qualities 
it promised to develop. 

The woman listener would get situ- 
ations and stories that could be her 
own or her family s. Park proposed 
that the first 13 weeks should unfold 
problems from The Birth of a Baby 
right on up to old age. The tape- 
recording technique could capture 
colorful, gripping stories of situations 
part and parcel of daily life — with the 
ring of bonestv and truth. 

I nder the expert writing and direc- 
tion of Park the gradual development 
of a delinquent boy's life story, for 
example, could create the necessary 

excitement and interest fr one 

broadcast to another. The moral of 
the series was that the happy solution 
is the intelligent, logical one — that in 
nearly every case hope and help are 
close at hand. The show would carry 
as a daily message the news that as- 
sistance was there if listeners would 
only ask for it. 

It was all there — and more. It of- 
fered that rare union, the "just right" 
combination of program content and 
advertising vehicle. Johnson & John- 
son, on the recommendation of their 
agency, fining \ Rulticani. New York, 
and Gerhic. decided to expand the bud- 
get for the babv products and surgical 
dressings division to include the show. 

It's Your Life started lit October on 
Chicago's VVMAO in the 1 1:15-11:3(1 
a.m. spot Monday through Friday. 
This pitted it against three popular 
network shows. // elrome Travelers, 
Kale Smith Sings, and //;//;/ Jenny. 
From an initial llooperating of 0.6 it 
climbed steadily to 1.4 then 3.1. This 
represented a 15.3 share of audience, 
or an increase of 517'4 in a little inn 
half-a-v ear. 

liy this time there was a swelling 
clamor from In-teiiers for the program 
to he moved to an hour when hus- 
bands and other members of the fam- 
ily could hear it. Women felt that 
stories of how other families met and 
solved the various problems associated 
with illness and disability through the 
aid of Chicago's manv service- were 
of profound interest to many not able 
to listen on weekdays. There was evi- 
dence, also, that listeners were inter- 
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csted in a more detailed exploration 
of a problem itt one broadcast than 
the In-minute format allowed. 

Therefore, on 17 April It's Your 
Life was discontinued as a daily broad- 
cast and switched I in a half-hour for- 
mat I to Sundav afternoon at 3:30. 

The show is a package owned by 
Chicago Industrial Health Association 
and leased to the sponsor for SI, 200 
a week. Time charges bring the total 
cost in round numbers to $100,000 a 
year. 

The venture is frankly exjwrimeutirl 
for Johnson & Johnson. Sales in the 
Chicago area are being subjected le 
continuous checking and eoniparisoi 
agaitist previous records for identical 
periods. It will be possible to draw 
some fairly valid conclusions on the 
sales effect of the program because it 
is the only factor in the Chicago area 
additional to the national advertising 
and regular point-of-sale material cov- 
ering all markets. There is no other 
local advertising in any other market 
for the line of surgical dressings and 
baby products. Ad-manager Ccrbic is 
cautious about calling the program an 
unequalified commercial success as yet. 
but is satisfied with developments "so 
far." The show was recently renewed 
for the summer. 

It's Your Life is one of the most 
heavily-promoted local programs in 
radio. The vital nature of the prob- 
lems it deals with, as well as their deep 
human interest, makes the series easy 
to publicize. It has had thousands of 
lines of metropolitan, community, 
trade, and national magazine news 
coverage. Specific promotions have 
been worked out with druggists, health 
and welfare agencies, etc. 

The Hoy Scouts distributed 1.000.- 
000 cards to Cliicagoans: all doctors 
got booklets explaining the program: 
industrial plants throughout the area 
got posters. All health, welfare, and 
medical publications are covered week- 
ly with stories. When a broadcast 
involves an agency of CIIIA. the 
agency sends out reminder cards to 
its members. Members of the produc- 
tion staff, consisting of radio director 
Hen Hark, his assistant Don Herbert, 
an editor, and three assistants, speak 
often at women's clubs, schools, etc. 

Steadily-growing listener enthusi- 
asm, plus amazing acclaim by radio 
critics, critics in medical, social serv- 
ice, and industrial fields, on top of 
three national awards, have led to fre- 
quent predictions that the program will 
shortly become a network feature. 



This speculation is premature, al- 
though it is considered as a future pos- 
sibility. The sponsor believes the 
show should have more time to prove 
itself in its new half-hour format, and 
to demonstrate sustained commercial 
effectiveness before trving to solve the 
man) practical problems involved. 

There have been requests from agen- 
cies and groups all over the country 
to broadcast the Chicago platters with 
original Chicago references deleted and 
references to local agencies, etc.. add- 
ed. These projects, too. are on the 
waiting list until all the Chicago evi- 



dence is in. 

Johnson \ Johnson officials are sin- 
cerely proud that consideration?, of 
public good do influence their think- 
ing. On the other hand, as Edward 
Ccrbic told the Congress on Industrial 
Health in Chicago last January, in de- 
scribing what the show does for public 
health, "liefore this halo gets too 
tight, let me quickly state that we de- 
cided to sponsor //'.? Your Life because 
it looked like a good advertising buy.'' 
To Johnson & Johnson that means 
selling lots of bandages and baby 
powder. * * * 



ttOQRAV FCft THIS 
tUX-VOU-RIOUS MVIft' MVS! 




Y, 



essir. no joke — you do see sonic mighty fancy liv- 
ing out here in the Red River Valley. I s North Dakota 
hayseeds have an average Effective Buying Income of 
$;>;>99 per family — 'hyiv nbove tin* national average'. 

And. yessir. WDAY's popularity in these parts is like 
our income — it keeps growing every year! In addi- 
tion to our exceptional rural coverage, the latest Fargo 
Hooperalings give WDAY a whopping big 67.5% Share 
of Audience (Total Rated Periods) against 13.1% f t,r 
the next station (Dee. "18 — Jan. *-19). 

Write us. or ask Free & Peters for till the facts! 





FARGO, N. D. 
NBC • 970 KILOCYCLES • 5000 WATTS 

fZ^FREF & PETERS. INC., Exclusive National Representatives 



20 JUNE 1949 
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"Open wide!" 



Who can deny that he is slave 
to the voice of authority.. . 
from the first day a doting mother 
told him to pick up his feet? 




ate 



YOU DO WHAT YOU'RE TOLD ! 



Radio has the authority 
of the living voice. It's the voice 
that moves most people to 
action: to buy, to use, to enjoy. 
And in radio no voice has greater 
authority than CBS which 
speaks to the largest audiences 
in America at the lowest cost. 



CBS 



. . . for the largest 
audiences in the world 




Jack Chesbro 
In Pitching * 

WHEC 
In Rochester 



tone w*' 



WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 
NoteWHEC's leadership morning, afternoon, evening: 



STATION 



Station 



station 



STATION 



STATION STATION 



MORNING 

8;00-12:00 Naon 
Monday through Fri. 



12:00-6:00 P.M. 
Monday through Fri. 

EVENING 

6:00-10:30 P.M. 

Sunday thraugh Sot. 



WHEC 

38.3 


ES 

22.5 


C 

8.4 


D 

9.3 


E 

13.8 


F 

6.0 


30.3 


27.5 


9.3 


15.5 


15.5 


1.8 


34.9 28.5 
MARCH- 


8.2 11.4 15.5 

APRIL HOOPER, 1949 


Station 
Braodcaits 
till Sunset 
Only 



latest before c'oi»ng rime. 



BUY WHERE THEY'RE LISTENING: - 




N. Y. 
5,000 WATTS 



fbpratentativQS : EVERETT-McKINNEY, Inc., Now York, Chicago, HOMER GRIFFITH CO., Los Angoht, Son Francisco 



20 JUNE 1949 
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Itowtv and TV 

f7 

For Niircfiro itt t <>iitioii valno 

<lon*l overlook a ImsiiiI il'nl i£irl 



5 




'"//// motors, (trr dumb 
when HcaiilY pleutltih. . ." 

One of advertisings stock tricks, dat- 
ing l>ack to the ver\ beginnings of the 
advertising art. is tin" use of a preltx 
face or figure to draw reader-, atten- 
tion to magazine, newspaper, or bill- 
board ad>. The ruining of TV has 
added a new dimension lo thi> basic 
ad\ertising device. Although, to a 
limited degree, the featuring of pretty 
girls in the commercial is old hat to 
ad\ertiscrs who use theatrical "minute 
mo\ ies. the visual air medium has 
ouh in recent months sent advertisers 
and agencies out looking for new wa\s 
to adapt the two major things that T\ 
adds lo printed pictures of gorgeous 
girls sound and movement. 

The u.-e of a pert feminine face to 
add a dash of "window dressing " to 
I \ commercials is common enough. 



Men and women alike, albeit for some- 
what different reasons, are attracted 
by ads. and more recently In TV com- 
mercials, in which beauty is a factor. 
However, there, is a growing list of 
TV sponsors who do more than just 
hire a good-looking model or two to 
add a bit of zest to their visual selling. 
With TV sponsors like Lichmann 
Breweries iKheingold Beer). Jacob 
llornuug Brewing Compam lllorn- 
ung Beer and Londonderry Alel, 
Chevrolet Dealers of New York. At- 
lantic Brewing Company (Tavern Bale 
ami Brewer's l!est Beer), and McKes- 
son X Bobbins (Tartan Sun Lotion l 
the use of beauty in T\ coinmcn iuk i* 
an integral pari of the selling and 
merchandising follow-up. The main 
difference lies in the fact that these 
al>o\e-inentioued advertisers maintain 
a feeling of "continuity in their use 
of the beauty factor. Here, the prettv 



girl invoked does not represent the 
trademark of the product as much as 
she represents a tie-in between herself 
and the sponsor's product. 

This psychological relationship is 
put to work in several ways in IV. 
The best example of its commercial 
application is found in the various 
switches worked on the "beauty con- 
test" idea. 

Beautv contests general!) are an im- 
portant part of Americana. They have 
existed for \ears. and range all the 
way from the business of picking the 
prettiest girl at the office outing to the 
elaborate, klieg-ligbted razzle-dazzle of 
the "Miss America'" pageant in Atlan- 
tic City. Beautx contests are the peren- 
nial subject matter of miles of news- 
reel footage, and of Sunday supple- 
ment and magazine lavouts. In recent 
wars. the\ ha\e also been put to good 
use commereiallv. first us promotion 
stunts for Chambers of Commerce. 
Citrus Associations, hotels, resorts, 
and so forth, but more recently as a 
straight advertising device. 

By far the most successful adver- 
tiser who has used the beauty-con- 
test formula as a \ ear-round sales- 
getter is New York's Liebmann Brew- 
eries, makers of Kheingohl Kxtra Dry 
Beer, and sponsors of the annual "Miss 
lihringold" contest, which has been 
building up sales ami piling up votes 
increasinglv for Kheingohl since it- 
stait as a promotion stunt in 1010. 

More votes are now cast for the six 
professional models who compete an- 
mudh for the "Miss BheingohP" title 
(the contest is only in a 5()-inile area 
around New York Citv) than were 
cast in the last max oralis election in 




Phoiirnlot rrirlc aro con5 ' an * reminders of that GM car. Their 
liliUYIUIUl glllo clothes aro especially TV-designed by Mr. John 




Mice UnrniinfT °' 1,48 was chosen through a 13-week contest ti > 
lYIloO nUIIIUIIg WFIL-TV, with many Quaker City girls competing 




BEFORE A MODEL BECOMES ELIGIBLE TO TV-RUN FOR "MISS RHEINGOLD" SHE RUNS GAMUT OF ELIMINATION COMMITTEE 



New York, or Chicago, 



1).' 



user, or 



San Francisco. In fact, only the presi- 
dential and the New York State guber- 
natorial elections can claim more 
actual votes than "Miss RliehigoUI." 
The terrific- merchandising and promo- 
tion that have increasingly gone into 
the "Miss Itheingold" contest have 
been the keystones of a merchandising 



campaign that has lifted Lirbmunn 
Breweries from a 10 K) sales rank of 
15th nationally and Klh locally in \ew 
York, to a 19-49 national rank of 5th 
and the top place in New York brew- 
ery sales. Some indication of the rapid 
rise in popularity of the ''Miss I'hein- 
gold" contest can be seen in the num- 
ber of ballots east in the 1943-1948 



period : 



"Minx fihi^Hyold" \'ittett 
}Yar Voteg Cant 

1913 660.516 

I«4i 739,591 

1945 919.35* 

194* 1.116.956 

I*i-i7 2.219.501 

lit-iU 4.219,316 

^Votes t-asl in 1943 urv for the 
"Mis- ItheiniroM" of 1944. etc. 

(/'lease I urn to Page 59 I 



38s 




iss Page One 



was a feature of the Telepii Newsreel and 
an eitremely telegenic eitra for all its sponsors 




Miss America ' oca ' c ° n,es,s a,e ^ e n ^ sponsored < 



WCAU-TV presented Philly's finalists to televiewers 



tv trends 



Bosed upon Ihe number of programs ond an- 
nouncements placed by sponsors on TV sta- 
hons ond indexed by Rorabaugh Report on 
Television Advertising. Business placed for 
month of July 1948 is used for each bose 



Willi this issue, Tl Trends comes to the end of it? fii>t veai of re- 
porting whore television is going and why. Naturally, the trend has been 
I P. IJased upon a set network panel of 10 cities and 15 stations, the 
increase has been 600' ( . Based upon a "selective" panel of 10 cities 
and 19 stations, the increase has been 260', . Based upon a local-retail 
panel of 10 cities and 19 stations, the increase has been a little more 
than 150',. This does not measure industry growth but a comparative 
study in cities that hail T\ 12 months ago. It measures growth on 
specific number of stations in these cities. The TV industry over-all 
growth has been phenomenal. Network TV has grown 1.000'r . Selective 
TV has grown 500',. Local-retail TV has grown a little under 800',. 
It s a fantastic advertising medium. Business is jumping vet practically 
all stations are in the red. It could only happen on the air. 



"TOTAL" AND TEN-CITY TRENDS 
He? j^3^3C : ~jL 



BREAKDOWN OF TV BY BUSINESS CATEGORIES 



NETWORK 



Guy Mei; total unjfi of butintjj 
6»tc month: Jul) = IM.O <"$ 
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NATKMAl I REGION A I SEKCIlll 



ut.i 



I'tJ loUl limit ol buuneu 





NATIONAL I REGIONAL SELECTIVE 







- IN AM 

- in TV 

IN PROGRAMMING 
IN POPULARITY 
IN UTAH 



National R*prM*nloli**: 
John Hoif * C». 




OGET I 
IIIRP 



RESPONSIBILITY 
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BEAUTY AND TV 

(Continued jrom pttge 57 I 

The "Mis* Ulicingohl"' contest is 
now a big deal. It started in 19-10 as 
a track" promotion stunt, the brainchild 
of Kheingold v.p. Philip Liehmann and 
a leading lithographer who had the 
Khchifjohl business. The election of 
Jinx Falkenburg as the original "Mis* 
Kheingold" created such a stir among 
dealers and distributors that the Lieh 
maim firm and its agency, Foote. Cone 
& Melding, have continued the contest 
as a consumer promotion ever since. 
Kvcry spring now. several hundred 
professional New York models are 
''screened"' to find the six girls who 
will eoiii|iete as finalists in the August 
voting. 

Then, the promotion routine goes 
into action. Sunday supplements and 
magazines are used to show four-color 
pictures of the six model?. Large 
si reamer.-, showing the six girls, as 
well as ballot padj, ballot boxes, and 
window slashers are distributed by 
Lien maim Breweries via the eity bot- 
tle salesmen and the eity keg salesmen. 
(Liehmann Breweries figures that for 
every customer who enters a place that 
sells Khcingnhl. ten to 20 passcrsby 
see the window slasher.) Dining the 
period when the public is voting for 
"Miss Kheiiigold*" (usually from early 
August to early September), the 
Kheingold sales force whooj)s it up 
constantly for the contest. So success- | 
ful has this been as a year-round, as 
well as a short-term, promotion stunt, ' 
that the agenev account executive. 
Frank Delano, reports the use of the 
point-of-sale material for the contest 
in taverns, stores, markets, and other 
outlets for Kheingold as virtually 
100'f. Since half of that figure is 
generally considered very high for 
point-of-sale usage, such reception on 
the pail of 25.000 Kheingold dealers 
is a direct indication of the validity of 
Liehmann Breweries' ad policy of 
sticking to the beaut\ -contest for- 
mula year after year. 

TV was added to the Kheingold pro- 
motion during the 191!! period of vot- 
ing for "Miss Kheingold of 1949." 
Two five-minute films were of the six 
contestants by the agenev (cost: about 
§10.000), which consisted of inter- 
views with the girls, plus a 30-seeond 
stop-motion commercial in which the 
various Kheingold jiaekages paraded 
past a reviewing stand. They were 
aired 13 times each on four New York 
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I\ station* i\\ ABD. \\ IMY W CBS- 
TV and WJZ-TV I so thai there weie 
virtttalh two Rheiugold telecasts over) 
evening during the voting period. 

"We didn't fid iiitu telex i>icm just 
to experiment." sa\s KC&B execulixe 
Delano. "'I \ had to meet the require- 
ments of other liheingold adv ertising. 
When we put the 'Miss Bheiligold" 
films on the air. x\e felt that telex ision 
was readx to do the job of lirin«riiifX 
our regular ads to life." With heavy. 
Uhciugold proulot ions going on at 
point-of-sale, and in newspapers, ma- 
ga/ines. and on billboards, it was dilli- 
enlt to tell just how big a part T\ 



plavcd in making the last "Miss Khcin- 
gold" election the success that it vva*. 
Ilowexer. Delano adds: "I personal!) 
\ i.-ited oxer '500 taverns during the 
time we were scanning the 'Mis? 
liheingold' films. The acceptance xvas 
terrific. When one of the films was 
actualh on the air and being viewed 
in a tavern, the question of which of 
the girls was the best-looking xvas the 
major topic long after the film xxas 
ox er. 

Both client and agenex are quick to 
credit a major role to TV in ncarlx 
doubling the voting figure over 

that of 1917. TV added something: 



Tvlvrision VarSormintj Myitis 

The \YS\\ license with television stations covers all 
performances both live and mechanical ami whether 
l>y means of records, transcriptions, or film sound- 
track. 

It provides for the performance: of BiMI-licensc<l 
composition* without special clearance headaches. 

The catalog of music licensed hy BMI contains over 
one hundred thousand copyrighted title* ranging from 
folk music ami he-hop to classical. 

BMI offers to television film producer* all the in- 
formation ami help they nee*! in obtaining the right 
to r<M'or<l music on films from iiulivi<lual copyright 
proprietors. 

BMPs television Service Department is headquarter* 
for complete information on performing ami other 
rights in tin- music of BUI I, AMP, ami tin- hundreds 
of publishers nflilinte<l with BMI. 

For Music On TV 
Consult BMI Television Service 

Broadcast Music, Inc. 

580 Fifth Avenue • New York 19, N. Y. 

PL 7-1800 



that had not been there before. To the 
basic formula of associating Rheiugold 
in a dignified manner with a leading 
model each year was added the extra 
dimension of sight -and-snund. As 
might be expected. T\ will continue to 
play a growing part in the ".Miss 
liheingold" promotions that form the 
basi? of 7.V, of the Liebinann $3,000,- 
000 ad budget spent in the \cxv York 
City area. 

Several other brewer) sponsors in 
the visual medium have adapted varia- 
tions of the "Miss Uheingold" formula 
lo their own use. xvith good results. 
Although the trend in beer sales these 
days i> growing steadily in favor of 
packaged beer sales I as against sales 
of draught beer), the fact that vicvv- 
ing of T\ in taverns and bars-and- 
grills is high in ever) T\ market in- 
fluences the thinking of beer sponsors 
towards slanting programing to this 
audience in a manner that borders on 
point-of-sale selling, flic ''Miss Hhcin- 
gold"' formula per sc is an expensive 
one. not the least of which is the 
$1,600 in modeling fees and the $5,000 
in cash that the winning model re- 
ceives. Two T\ advertisers who have 
Used the tie-up of heer and a beauty 
contest to good advantage, Philadel- 
phia's Jacob Harming Brewing Com- 
pan\ and Chicago's Atlantic Brewing 
Company, have concentrated instead 
on the non-professional beautv contest 
which features amateur local talent. 

Ilonnmg. anxious to break away 
from the "established" brewers' format 
of TV sports or nexvs. xvas the coun- 
trv's first T\ sponsor to bankroll a 
beaut) contest eoininereiall) over an 
extended period of lime. In July 19-1!'. 
Ilornuug started a 13-week run xxith 
the Harming Television Beauty Parade 
on W'lTL-TV in Philadelphia. Ilor- 
llling felt at the time that it would he 
a program vehicle that would stand up 
wo 1 1 against sports (while being less 
expensive), would appeal to home and 
tavern viewers, and would also be a 
highlv proiuotionable merchandising 
idea, 'flic contest was open to all girls 
of l!5 or over, married or single, in the 
llornung Philadelphia market. The 
girls were screened at the studios, and 
the weekly winners decided on the 
basis of balloting following the show, 
then viewed on Thursda) nights. 9:45- 
10 p.m. 

Ilornuug followed up the contest in 
an aggressive way. plugging it in every 
llornung product ad and in special 
ads on radio and TV pages in the 
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Philadelphia papers. Much free space- 
was snagged in the feature pages, too. 
and the neighborhood publications in 
Philadelphia ran long stories I com- 
plete with pictures) which gave "Miss 
Horuung" what amounted to a free 
commercial. 

The coutc.-t ran hot and heavy be- 
tween Jul), when it started, and Sep- 
tember, when it ended. Sales for llor- 
nung Beer jumped to such a high level 
b\ the time Nancy Bergin of llavev- 
town. I'a.. was elected ""Miss llormnig 
10 fii" that llornung. without pausing 
for breath, continued with a second 
contest series to find the ''Miss Lon- 
donderry Ale" on WI'lL-TV. 

Again, the same formula was used. 
Much of the promotion (ballots, point- 
of-sale posters, ballot boxes, etc..) was 
concentrated in bars and taverns, and 
partisan feeling in sprawling Philadel- 
phia ran high for the neighborhood 
favorite in the amateur beauty contest. 
Again too, llornung's sales jumped. 
When Virginia Roberts was elected 
"Miss Londonderry Ale.'' llonmng 
knew by the reaction among dealers 
that it had found a really good idea. 
So. a third contest was started, which 
finished in mid-April of this year, to 
find "Miss llornung Hock Beer." By 
the time Jane Pollock had won this 
commercial accolade, Horming was 
fresh out of product names. 

Hornung is concentrating on racing 
telecasts for the summer, and expects 
to return with bigger and better con- 
tests this fall. Meanwhile, the three 
young ladies are being featured (a la 
"Miss Kheingold") in llornung print- 
ed advertising and audience promo- 
tions for the racing telecasts. Also, the 
girls appear in commercial films used 
during the racing events, and appear 
at the Garden State Track regularly 
for TV guest interviews on \\TTL-T\ . 
llornung feels now that its beauty- 
contest formula of using local talent 
(however, making sure to get a signed 
release in every easel is an effective 
adaptation of the formula used so 
effectively in New York by Liebmami 
Breweries. 

A capsule form of the Hornung tvpe 
of beauty contest has been used to 
good effect by the Atlantic Brewing 
Company of Chicago. As a promotion 
stunt for Atlantic's Tavern Pale brew, 
the intermission time during the Madi- 
son Athletic Club wrestling matches, 
sponsored by Atlantic on Chicago's 
WGN-TV. was turned into a search for 
"Miss Tavern Pale of 1949." Starting 
in early February of this year, the con- 



test pulled well from the start. The 
first week of voting (done either b\ 
mail-in votes, or by ballot boxes placed 
in Chicago taverns) brought in more 
than 12.(100 votes. Kach week, some 
eight local beauties were televised dur- 
ing the intermission, with the viewers 
acting as "judges." for the weekh 
eliminations. A tavern or package 
shop in each neighborhood was the 
"sponsor' of each young lady, sending 
to the agency ( W. B. Doner & Com- 
pany I their neighborhood mailing 
lists. The agency then sent postcards, 
printed with the name of the spon- 
sored girl, and tin- date and place that 
viewers could gather to root for the 
local choice. Said the postcard: 



"...He arc sponsoring one of 
the contestants . . . one of our neigh- 
borhood girls . . . and we want all of 
our f i iends to come <>n over for a big. 
enjoyable TAVL'UN PALL \1CIIT!" " 

'Ibis sort of folksv whoopdedoo 
didn't take long to produce results. 
When the Thursday night wrestling 
matches went on for Atlantic, featur- 
ing the "Miss Tavern Pale'' contest at 
intermission time, the S.li.O. sign \\a> 
out at most Chicago neighborhood 
bistios. Ratings on the wrestling 
matches took a ical jump, until a few 
weeks later the*, were in a tic for 5th 
place in Chicago with CBS' The Cold- 
hags. 

When a winner was announced, the 
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the 1949 
Futurity Scholarship la 1 8 
Beverly Warster af Marrow 
County. This is the fourth year that 
WBNS has awarded Ohio State Uni- I - 
versify full scholarships ta youths who 
have made outstanding records in 
agriculture. It is only natural thai 

this station is vitally interested in agriculture. The WBNS listening 
area extends aver one of the richest farming sections af the slate 
and WBNS programs bring enthusiastic response from the rural 
listeners of Central Ohio. 
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ASK LE ROY MORRIS OF HOLIDAY 
SWEETS ABOUT WBNS RESULTS 

i * + He will tell you of his 17 years successful experience with 
odverlising an this station . . . first as manager of a Columbus 
department store and now as head of his awn business. He says. 
'We find that a small business can and does achieve remarkable 
results an a minimum expenditure far advertising. Further, we 
operate in the quality field and find WBNS well adapted ta telling 
our Quality' story . , . Yes, sales in Central Ohio are spelled 
WBNS. 
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agetu \ iinniediateh sent out another 
hatch nf cart].* to the mailing li.-t of 
the \ ict • ■ r i< i n> sponsor. The headline 
read: "M I'l'KK! 01 l{ "Gt lUGKOl S 

gihi; won . . . wo siiki) liki: 

TO .Mi:KT ) (H .'" The card Mill on 
to sa\ that the sponsoring tavern was 
throwing a part) for the winner, with 
free orchid.-' for all the ladies, anil free 
entertainment. The "Miss '1 avern I 'ale 
of the Week" would he there in person 
to meet her fans, etc.. etc. 

The actual expenses incurred all 
around in Atlantic s contest, which is 
still "oiii" .-Iron" on W (>VT\ . are re- 



lative]) small compared to the tre- 
mendous amount of local good will, 
increased program ratings, and sales 
promotion value of the contest. H\ 
promoting prizes for the contest, as 
if it were a running gi\e-awav show, 
Atlantic has lined up a prize list for 
the winner I two-week t rip to Holly- 
wood, a I \ set. a diamond wrist 
watch, a platina fox jacket, etc. I 
which heightens feminine interest in 
the contest without appreciably raising 
the costs. 

\YG\-T\ has staged other beauty 
contests on a sustaining basis, such a.- 
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those at the Chicago Tribune's Out- 
doors Show, and has found that thev 
are lop promotion devices for the 
station. W'GM'-TV in Philadelphia 
last year televised the eitv finals in 
selecting '"Miss Greater Philadelphia*" 
to appear in the **.Mi.-.- America" pag- 
eant at Atlantic City. KGO-TY in 
San 1* runeisco is planning to look for 
a "Miss May Area Television" this 
June as a promotion stunt for the Hay 
Area Industrial Imposition. Other sta- 
tions and other sponsors all over the 
eoiintn have TV beaut y-eont est plans 
in the works. 

Several other TV sponsor? are using 
a "beautx idea of one sort or another 
on a continuing hasis. The Chevrolet 
Dealers of New ork have been fea- 
turing the "Chevrolet Girls" (Evelyn 
MeBride and Athalia Ponsell — a 
brunette and a blonde >, dressed alike, 
and acting as "assistants to quiz* 
master Ibid Collver on the dealer- 
sponsored It innrr Take All on W'CMS- 
T\ . The girls also appear (alwa\s 
billed as "The Chevrolet Girls") in a 
series of summertime film spots for 
Chevrolet. One typical film in the 
series of weather spots shows the girls 
at the beach watching the sky cloud 
over, then jumping into their Chewy 
convertible and putting the top up, 
while the narrator gets across the point 
that the weather the next day will he 
eloudv and rainy. So elo.-elv identi- 
fied with the auto firm are the two 
girls that their appearance on the TV 
screen virtual!) amounts, as does the 
appearance of "Miss Kheingold." to a 
subtle commercial. Also like "Miss 
Kheingold," the two girls are models, 
but they were not selected by a con- 
test, although the Chevrolet dealer 
group in New York is mulling over 
; the idea with its promotion-conscious 
agency. Camphell-Kwald. for possible 
use this fall. 

McKesson fi Kobhins. as a summer- 
time promotion for their Tartan Sun 
Lotion, have been using a lop model, 
Cindy Cameron, as the "Miss Tartan"' 
in a series of warm-weather IV film 
announcements much as the "Chc\ ro- 
le! Girls" have been featured. P. l.oril- 
lard Company, makers of Old Gold 
cigarettes, has carried the identifica- 
tion idea a step further and uses a 
"dancing package" idea, in which two 
large-scale mock-ups of the Old Gold 
package dance around on the stage, 
with two pairs of ven shapely legs 
showing. This device is used during 
the Lorilhird portion of the Thursday- 
night U5C-TY Slop The Music. 
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The animated trademark idea has I 
been worked out with a beauty theme I 
in TV by Bonafide Mills. 1 nr.. to sell j 
the firm's Bonny Maid Linoleum. The 
commercials on Boiiafide's show, 
Benny Rubin's Theatrical Agency, tele- 
east on NBC-TV, feature three identi- 
cal-looking blue-e\ed blondes, dressed ' 
in Scotch kilts, who do a singing jingle 
as the "Bonny Maids."' The three 
girls were selected after the usual "dif- 
ficult search.'" during which the client 
and the producer, Charlie Basch, re- 
ceived sonic good publicity. The girls 
add interest v isually to the commercial, 
and serve as a constant reminder of the 
company's trademark, established after 
long years of steady advertising. 

There are a few pitfalls for the 
sponsor considering the use of a 
"beauty"' idea in his TV commercials. 
In the case of amateur beauty contests, 
a release form is a must, regardless 
of the willingness of contestants to ap- 
pear. At all times, the idea must be 
in good taste, since there are no "run- 
ways'" in TV studios. If well-conceived 
and well-promoted, the theme of 
beauty in TV can form an integral ! 
part of successful TV selling;. « « * 



SPONSOR IDENTIFICATION 

{Continued from page 44) 

the metropolis run ahead of the na- 
tional radio SI figures. 

There are specific rules and regu- 
lations covering programs obtaining 
lush identification figures. The top 
programs average 59/i higher in audi- 1 
ence rating than all shows. They are ' 
mostly variety or audience participa- ! 
lion (qui/) programs. They cost, on 
an average. 27'< more than other pro- 
grams on the air. They have been 
on the air twice as long as the aver- 
age program. They use 6U'"< more 
product mentions during a broadcast. 
They distribute the product mentions 
throughout the program, with a mini- 
mum of five minutes between credits. 
They advertise products that are im- 
pulse or daily-purchase items. The 
advertisers spend nearly twice as much 
money in magazines, newspapers, and 
other media than the sponsors of pro- 
grams at the low end of the Sponsor 
Identification index. They don't shout 
"buy.'" they just endeavor to sell with 
reason-why copy. 

High Sponsor Identification isn't the 
entire answer to intelligent use of 
broadcast adv ertising. There's still the 
problem of "does it sell?" . « « 
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NASHVILLE 



THE KEY TO DEALER ACCEPTANCE 



Start out from Nashville in any direction. 
Stop at stores of all kinds anywhere 
along the line, for hundreds of miles 
along the radius. Check the inventories 
against the list of WSM sponsors, and 
the over-the-counter movement of WSM- 
advertised goods. That will tell you the 
story of this station that helps sell to, 
and then helps sell for merchants who 
serve millions of Central Southerners. 

The merchants know why, too. 

Implicit confidence, based on 23 years of 
experience, in every word that is uttered 
over our 50,000 watt, clear-channel 
signal. 



.WSM, 



HARRY STONE, Gen. Mgr. . IRVING WAUCH, Com. Mgr. . EDWARD PETRY & CO., Nolionol Rep. 
50,000 WATTS • CLEAR CHANNEL • 650 KILOCYCLES • NBC AFFILIATE 



20 JUNE 1949 



63 



WHICH 15 LARGER? 

(Black or White) 



. Pacific Nnrllwesl Broidustm 

. Sol** Menogtn 
Wyitic Walker Tracy Moor* 

to if am - Wailarn 

> - . , ,. ' 

j ■ . t. .: : . . 



GALLAHER 

{Continued from puge 2')i 

Pitch to |eenaget> comes at 4:15 
with diiesl I'crjoi trainee, recordings of 
to]i name Land- of tin' day. 'I new pro- 
gram?- arc all aired oxer WIIIO. 

Totntitron Morning Sewn, aired on 
\V()\K at 1(1:30 p. m.. is designed to 
ealeh everyone who doeMi t want to 
wait up for II o'clock news. 

W Idle (iallaher lias experimented 
with various shows and time spots 
over the wars, thev have stuck eon- 
Hstently to the principle id aiming 
each program at a specific audience 
and making it do a specific selling 
jol). Thev have followed a policy of 
using station talent and station-built 
shows. Thev feel this has paid off in 
their being aide to localize broadcasts. 
Radio accounts for about .'50' i of the 
total advertising budget. 

As soon as Viokner got hi.- feet wet 
in radio he set about making the most 
of it. \ regular campaign id news- 
paper ads calls attention to the pro- 
gram lineup. Window and interior 
displays consistent!} feature the items 
being plugged. 

Special promotions are carefullv 
built around a central theme and co- 
ordinated in all media. An example is 
the week-long "Life Lines At (ialla- 
her s promotion featuring national 
brands advertised in Life and carried 
by (iallaher"-. Kadio copv not only 
plugged the promotion generally, but 
tied in specific products involved in 
their cooperative campaign. 

Radio copy is also tied in with news- 
paper and shopping news specials. 
Weekly illustrated bulletins are sent to 
(iallaher clerks each week to keep 
them informed. 

I here is no set schedule of partici- 
pating sponsors, since the number of 
announcements allocated to the prod- 
uct of any one manufacturer depends 
upon the amount of monev in the par- 
ticular cooperative advertising fund. 
Thus both the number and identity of 
(iallaher s participating sponsors 
change from month to month. The 
commercials usiiallv about 12.1 words 

of participating manufacturers an: 
scheduled first. I iallaher uses for it- 
self the remaining commercial time. 

'flic '52 < 1 1 1 ; 1 1 1 1 ' i -boms of radio a 
week beamed at housewives, husbands, 
oldsters, youngsters I etc. ) grew up 
from its small beginning because each 
new audience radio brought into the 
(Iallaher fold paid its respects to A. 
b. Wolavcr"- dream in cash. . « « 



SUSPENSE 

^Continued from page 27 I 

reasons for their success with daytime 
women li-leners. I As soon as the 
identification of audience and hero is 
complete, usiiallv in a matter of a few 
minutes or less, the "threat" to the 
hero must be made clear to the audi- 
ence in terms oj lehttt its implications 
are for the hero. This can be a toughie. 
since the path of least resistance is to 
build ii]) the threat quickly, then relate 
it to the hero. It is not until the 
threat to the hero usiiallv sonx thing 
drastic, preferably murder -is made 
clear that the factor of "suspense." as 
defined In CHS" Dr. Wiebe. goes to 
work for both the show ami its spon- 
sor. 

From that point, the show, to get 
its best reaction score-, must move 
inexorably through the plot thread, 
bringing the threat ever closer to the 
hero, until the climax is reached. Any 
deviation from this straight line, the 
findings showed, just pulled the reac- 
tion down. This is not true of soap 
operas and most "family" air dramas, 
with thi' exception of pure action 
stories like Lone Hunger. Philosophy, 
pastoral scenes, romances for their own 
sake, and other literary meandering 
have no place in shows of the Suspense 
genre. CI>S research executive Tore 
llalloiupiist has offered the following 
opinion in this respect: "A show of 
the Suspense variety ami manv radio 
myslerv programs in general have 
much in common with the ancient 
(ireek theater. There, tragedy was 
absolute tragedy, moving without a 
change of direction to its conclusion. 

The point toward which the plot 
moves is the climax scene. \s a result 
of its findings in the early Suspense 
study, tin- (31 iS Research Department 
recommended: "A climax scene should 
gather the plot threads together in 
such skillful sequence that only with 
the closing lines of the scene is the 
tension actual I v and conclusively 
released." Then, the story should end 
immediately, recommended CI5S 
Research. 

No research is perfect. An example 
of the shortcomings of qualitative 
research showed up on the I ( )I2 find- 
ings of the Program \naly/.er regard- 
ing Suspense. \n extra question was 
tossed into the questionnaire, in an 
attempt to discover how much of a 
sleadv diet of mysteries the panel 
members could stand in one evening. 
Forty -four percent said they wanted 
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only one per evening. 33'r said they 
could stand more than one. and the 
remainder were indifferent. The ques- 
tion was just too broad to have any 
real significance with the limited size 
of the panel. That the listening audi- 
ence can definitely stand truster) 
listening in big chunks ha- been proved 
by the "block programing" of mys- 
teries on Sunday afternoons by Mutual, 
on Friday night? by ABC. and by 
the high rating that these mystery 
''blocks ' have gathered. 

By 1944. most of the above story 
findings and reactions to component 
parts of Suspense were in operation. 
Thev had been turned over to the Pro- 
gram Department, not as iron-clad 
rules, but as a guide that producers 
were recommended to follow. Using 
their own talents to do so. 

In 194-1. Suspense again was tested. 
The show at that time was using a 
disembodied narrator of the If histler- 
type called "The -Man In Black.'' It 
was an experiment of the Program 
Department, which felt that a narrator 
with a sepulchral voice would heighten 
the Gothic flavor of the Suspense 
scripts. The narrator drew a sharply 
unfavorable reaction with the panel, 
which said later that the narrator did 
not emerge as a personality, and did 
not move the story line forward effec- 
tively. Although the device had been 
used, and is still being used, in some 
cases effectively, the listeners found 
they could not focus on the character, 
di'e to lack of integration and establish- 
ment. The narrator idea was dropped 
soon after the second panel test. Also, 
the Research Department urged that 
flash-backs be avoided, if possible, 
since their use tended to throw the 
listener off the straight and narrow 
listening path that led to the climax. 

A third listener session was held 
in 1945. The reaction level for the 
storv was now considerably above the 
average. A few of the recommenda- 
tions made previously had to be 
repeated I research men generally have 
to fight an uphill battle to show the 
practicality of their findings), since 
the panel felt that the plot dragged 
a bit when the action was slowed by 
too much circumstantial detail, and 
also felt that the actions were not al- 
ways in keeping with the characteriza- 
tion of the people performing them. 
By this time, the format of Suspense 
had pretty well jelled. The opening 
was short and to the point, moving 
quickly;, after setting the mood, into 
the story. The first act was short. 



WMT mines a rich lode in 
Goldffield (iowa) 





If you're prospecting for markets 
and don't care whether your nug- 
gets come from rich farmlands or 
prosperous industrial terrain, cast a 
calculating eye WMT-ward. We've 
staked our claim to Eastern Iowa — 
and Goldfield is only one of the hun- 
dreds of communities in WMTland 
that mean pay dirt for WMT adver- 
tisers. Add 'em all up and you get 
an impressive total of 1,121,782 
people within our 2.5 mv line. 

Cash farm receipts for Iowa led the 
nation in 1948; value of manufac- 
tured products exceeded Si. 8 billion. 
There's gold in Goldfield and the 
whole of WMTland! Get a lode of 
the details from the Katz man 
about Eastern Iowa's exclusive 
CBS outlet. 
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The Texas Rangers, America's 
greatest western act, for many 
years stars of radio, screen and 
stage, now are starring in their 
own television show on CBS- 
I.os Angeles Times station 
KTTV each Monday evening. 

The Texas Rangers transcrip- 
tions, used on scores of stations 
from coast to coast, have 
achieved I loopcratings as high 
as 27.(. 

Advertisers and stations — we 
have a new and even better 
sales plan! Ask about it! 

ARTHUR B. CHURCH Productions 
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building to a cliff-hanger, then picking 
up again for a long second act which 
c< mpleted the story. 

Suspense went hefoic the panel 
again in .March. I'M!!, for the fourth 
thin. This test was made specifically 
t • determine the efficacx of using a 
one-hour I instead of .'SO miiiiite 1 for- 
mat, and also to see how a week-to- 
week I lull) wood-name master of cere- 
monies would work out. His relation- 
ship to the show would he roiighh 
that of William Keighlcv to Lux Rwiio 
Theater or Ronald Column to Favorite 
Story. His parallel in the nnsterv field 
was close to the part of '"Raymond" 
on Inner Sanetuin. The panel liked 
the show itself, the concensus being 
that it "created and maintained the 
feeling of suspense, hut was too long. 

However, the niaster-of-ceiemoiiies 
idea didn't fare as well. Selected for 
the part was Robert Montgomery, the 
film actor. l T ulike Column's function 
on Favorite Story, for example, there 
was no integrated reason for his heing 
the host, no feeling that he was the 
inevitable choice for an inevitable role 
in the show. The positive criticism 
stressed .Montgomery's abilitv as an 
| actor, the negative criticism revolved 
around his function on the program. 
, Since any attempt to fit a master of 
I ceremonies into the format would 
) have meant a wholesale juggling 
of the carcfnlh -worked-out Suspense 
structure, the idea was dropped. As 
far as Suspense is concerned. CBS is 
content to string along with the 
Shakespearean adage of "the plays 
the thing." 

Suspense was sponsored b\ the 
Roma \\ hie Company between Decem- 
ber. \<m. and November. I'M 7. The 
Suspense panels hi I'M 1 and I'M.") 



revealed some significant findings as 
to the influence t] )a t Roma commercials 
had on listener enjoyment of the entire 
show, 'flic panel showed, for one thing, 
that the best place for the commercial, 
once the story was seriouslv under 
way, was at a logical "act break." In 
Suspense, this meant putting the first 
commercial a point roughly one-third 
of the way into the storv. where "the 
hero is hanging on a cliff and the 
villain is beating his fingers with a 
mallet.'" 

I?) doing this, the interest in the 
story continued to pile up. according 
to C1!S Research, until the 'level of 
approval in the findings jumped to 
a higher level once the story got Ulidei 
wa\ again. There was. however, a 
slight catch. 

In order to keep from swinging the 
line of disapproval of the Program 
Analyzers findings too far down dur- 
ing the commercials. the\ had to be 
made to fit the tense mood of Suspense. 
The listener had to be sort of cased into 
the commercial, then cased back out of 
it. A cold, straight commercial tended 
to break the mood too sharplv. 

When the F.lcctiic Auto-Lite com- 
pany bought Suspense in July. 19 lf>. 
after having had a iioiie-too-sueces;.- 
fill run with singer Dick lfavmes be- 
tween the fall of I'M.") and mid-l'J lo, 
client and agency I Ncwell-l-'mniett I 
felt I hex had an answer lo this prob- 
lem of the harmonized commercial 
necessary for Suspense. The commer- 
cial they proposed would be dramatic 
in form, and would consist of some 
dialogue between a typical falher and- 
son duo and various people who need 
\uto-Lite products I firemen, filling-sta- 
tion attendants, etc. I for quick geta- 
wax in their cars. CRS was a little 
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leerv of the idea, since no advertiser 
had suggested the wide use of dialogue 
commercials on a mystery program. 

Kor the fiflli time. Suspense was put 
through t he pace? of the Program An- 
alyzer at CMS on 1,1 July, 19W. the 
week following the first Suspense radio 
broadcast for Auto-Lite. With the pro- 
gram's format set and the story portion 
of it tvpical of the tight psychological 
plots that had been proved effective in 
past tests, the interest level was high 
throughout the story portion. This was 
no particular surprise at CMS; it was" 
more or less what the) had expected. 

I5ul the test was primarib to deter- 
mine the efficacy of the commercial 
form being used and the effect of the 
manner of presentation on the listener 
panel. It came as a mild surprise to 
CMS to sec the fairly good rating it 
got. The short opening dialogue, which 
eanie in cold, after the opening line, 
for a page or so of script I 30 seconds 
usually), drew a plus-12 in the, trend 
line of the findings. This was definite!) 
favorable. The second dialogue com- 
mercial, which came at the end of the 
first-act cliff-hanger, ran for a minute 
or so. and drew a plus-one, It ended in 
a short, montage-like series of men- 
tions of the various leading Auto-Lite 
products, punctuated by music. This 
was straight selling, and it rated slight- 
ly lower than the straight dialogue 
commercial, which continued the orig- 
inal discussion of Auto-Lite Sta-Full 
batteries that had been going on be- 
tween father and son anil their neigh- 
borhood fireman. The closing com- 
mercial came after the curtain line of 
the long second act. being somewhat 
antieliinactic. since it showed the fire 
engines roaring out of the firehouse to 
the accompaniment of much ringing of 
bells and roaring of motors, it drew a 
below-average score of minus-eight. 
What helped to pull it down, and the 
point at which disapproval was strong- 
est, was an Auto-Lite musical jingle 
which had been worked into the tag 
end of the commercial. The panel 
members didn't like this at all. 

In the final recap, CMS discovered 
that 23 f * of the panel liked the com- 
mercials ''better than most." ocS' ', 
thought they were "about average." 
and 9'! thought they were "worse 
than nu»t." Only about 10' ; of the 
panel members felt the dialogue com- 
mercials interfered with their enjoy- 
ment of the show, and more than twice 
as many said they thought they added 
to their enjoyment. Comments stated 



that panel members fell thev were ■■in- 
teresting'' and "fitted well into the 
show.'" The negatives on the jingle, 
a surprise to both client and CMS. 
were mostly that it was "irritating." 
"repetitious." and "didn't suit the show 
or the sponsor since it lacks dignih." 

\cwell-Kinuiett's Director of l\c- 
seareh. Ccrald Tasker. made a panel 
sludv of the fust three Suspense broad- 
casts under the aegis of Auto-Lite. I bis 
was a questionnaire-type .-tudy, which 
was made, for the purposes of speed, in 
the New ^ ork area. The question- 
naires were designed to get a reaction 



to the show as a whole and to the com- 
mercials in particular, anil to parallel 
the findings of CMS Krsearcli. Like the 
latter. Newell-Linmett s showed a lot of 
negatives on the musical jingle in the 
(dosing commercial, and added great!) 
to the decision to drop the jingle, \l.-o, 
the iXewcll-Limuctl panel's finding* 
showed that 80' < of its members had 
ranked the dialogue commercials in the 
"execllcnt-to-gooil ' calegon. which 
backed up the CMS study and showed 
agenev and client lhc\ were indeed on 
the right track. In fact, reaction to 
the dialogue commercials was .i()'< 




WTAR delivers more 
listeners per dollar, too! 

in the Big, Able, and Eager-to Buy 
Norfolk Metropolitan Market 

Yes, most folks in the Norfolk Metropolitan Market listen most 
of the time to WTAR. WTAR delivers more listeners per do lar 
than any other Norfolk station, or any combination of Norfolk 
stations. Any Hooper report you look at shows 'his consistent, 
overwhelming preference for WTAR. Ard on +he basis of 
listeners-per-dollar . . . WTAR is an even better buy. 
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in the Norfolk Metropolitan Market. 
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higher on (In* third show than it was 
on the first. 

\s a remit, the dialogue commer- 
cial* <ui the network radio \er>ion of 
Suspense lane >la\e<l there. The jingle. 
ea>\ to integrate into a music or com- 
edy >how. lint difficult for mysteries*, 
ha* heen eliminated. That the show is 
now doing a good selling job for Auto- 
Lite, something the Program Analyzer 
cannot |>ro\e. is shown in Auto-Lite's 
increased sales and dealer enthusiasm 
for tin- show. 

("US now prefers to build up its own 
packaged programs, not as Suspense 
was built .by improving it constantly 
while it was actually running on the 
air. hut In telescoping this method 
and developing shows through testing 
them to the point of highest approval 
before tlie\ are officially launched on 
the network. Although the inachinerv 
of pre testing has now moved "behind 
the scenes. " Suspense remain.* as the 
highest-rated mystery show in radio 
to prove the point that programs don't 
reach the upper rating brackets liv ac- 
cident. It is more often than not the 
application of icsearch findings that 
gets and keeps them there. * « * 



MR. SPONSOR ASKS 

l Continued from /«igc 

ba>ed on this principle. Hut still there 
is a lot of blue sk\ being sold on \\\ 
stations to theoretical listeners. Theo- 
retical because they are not within 
tin- nighttime fade-free, interference- 
free service range of an AM station 
advertising a sponsor s product. 

'I be time has come for advertisers 
and agency people to wake up to facts. 
KM is an efficient medium for national 

ai1 m r " iu * \Vn...HM K. Ware 

President 
FM Association 
il usliinaton. I). (.. 



KM broadcasting 
is alive todav 
onlv because il is 
so much better 
than \\\ that 
virtually nothing 
can kill it. It has 
survived b o d v 
blows w Inch 
would have de 
slroved a sv stein 
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of less vitality and outstanding supcri- 
oritv. but lhe>e blows have hurt. FM. 
which should long since have been 
the dominant system of aural broad- 
casting, is today onlv beginning to 
come into its ow n. 

I group the assaults on FM into four 
general, interrelated categories. First, 
we liavw bail obstructionism by inter- 
ests that feared FM as a competitor, 
and, or did not have patent control of 
FM. Second, inexcusable laxness by 
former Federal Communications Coin- 
missions delayed FM's pre-war start 
for several years and, post-war, nearly 
killed it altogether by an unwise 
change in frequency allocation I these 
were the same FCCs that left the pres- 
ent l such an iinholv mess to un- 
tangle in television allocationsl. Third, 
the production and sale of mauv in- 
ferior FM sets: and fourth, advertisers 
have not been told the truth about the 
inferior coverage of AM as compared 
to FM. 

1 he fre<|ueucv changes which crip- 
pled FM for several years were first 
suggested by an engineer for one of 
the major networks. The changes were 
supported by the theories of a former 
Commission employee, which he has 
since admitted under oath were wrong, 
and were made against the advice of 
-even of our greatest scientific authori- 
ties on the subject of radio-wave pro- 
pagation. The FCC moved FM into a 
waveband for which high-powered 
transmitting lubes did not exist, mid 
which lopped two-thirds from the area 
that each station could serve. Then, as 
if to add murder to mayhem, power 
allowed for FM stations was sharplv 
curtailed. 

Iiadio manufacturers, as a whole, 
did little to help the situation. Thev 
were so slow getting into FM produc- 
tion that in 1916 Zenith made more 
than one-third of all FM sets reported 
to ({.VIA. Worse was the poor qiialiu 
that has characterized main receivers. 
W here maximum sensitiv itv was essen- 
tial to help overcome the limitations 
put on I'M transmitting by the 194.1 
I 1 CC. main sets were worse than the 
poorest oik's of pre-war. With poor 
sensitiv itv came also poor all-around 
performance two vears ago a reallo- 
cation in channel assignments was 
forced In inabilitv of sonic receivers 
to separate close-together FM stations. 
Some of the poor sets resulted from 
poor design ami production: others 
came from manufacturers who at- 
tempted to engineer around Xrnistrong 
FM patents. 
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There were, fortunately, a feu maim 
faeturers who put honest quality into 
their FM. and who began developing 
first-class sets in lower-price bracket.-. 
Nevertheless, when we tested 16 com- 
peting makes of sets earh tin.- year 
we made the appalling discovers that 
their average sensitivity was 1(16 
microvolts. That is terrible in onr 
post-war production we have had no 
trouble producing sets that averaged 
more than three times that sensitivity 
(from .HO to 35 microvolts). On new 
models we are now introducing we are 
holding to an average of less than ten 
microvolts, ten times the sentivity of 
the 10 competing makes we tested. 

The trouble has been that too mariv 
advertisers have judged I'M by poor 
FM receivers: that too many set 
owners have failed to receive the ad- 
vantage that FM oilers: and that too 
many FM broadcasters have been too 
desperately concerned about quantity 
of FM sets in their area to wonder bow 
well their station was received on all 
makes of sets. 

FM would be much further along 
as a national advertising medium if 
advertisers really understood what it is 
they buy in radio broadcast coverage.. 
They buy on the basis of AM coverage 
maps which are frequently, so far as 
nighttime coverage goes, as fictitious 
as the tales of Paul Kuiiyou. 

When the sun sets it drops a blanket 
of interference around everv AM sta- 
tion except those on clear channels, 
and these powerful outlets are unable 
to cut through the static, that prevails 
for much of the year through main 
large, populous areas of the country. 

Kd Kobak. when president of Mu- 
tual, summed it up by saying that 
broadcasters in many areas have been 
selling ''blue sky'" too long. He also i 
said that Mutual covers more families | 
at night with its 1(>0 FM alliliates than 
it does with all of its 5(H) AM outlets. 

The trouble with most of us who 
live in large cities is our tendency to 
take for granted that if we can hear a 
variety of AM programs the rest of the 
country can do the same. Such is not 
the case. Zenith has several distribu- 
tors who sell FM at a rate to make 
your hair curl for the simple reason 
that FM is the only way some people 
in their territories can hear some net- 
work programs at night. 

Advertisers have not been told thai 
many network stations could reach far 
more people through their FM allil- 
iates than though the AM outlet the 



advertiser buy?, but it is a fait. The 
reason is very simple: main of these 
AM outlets cover as little as 1(10 
square miles after dark, but in some 
areas have an FM affiliate that covers 
lO.OOO square miles in which surveys 
show that 25 to 30' < of the people 
own FM receivers, and can get accept- 
able radio service only mi FM. The 
man who buys a network without look- 
ing to see what he is getting in the 
way of FM coverage is very likeh buy- 
ing some of the "bine sk\ Kd Kobak 
mentioned, 

FM is still far from being a truly 
national sen ice. but it is making giant 
strides. FM broadcasting is rapidly 
improving in variety and quality, with 
a growing number of important ''ex- 
elusive*'" that cannot be beard on AM. 
In Chicago today, for example, the 
owner of a good FM set can hear 
more programs better on I'M than on 
AM: believe it or not. without an FM 
set a Chieagoan cannot even bear some 
of the best programs of the American 
liroadcastiug Compain . 

FM is mining ahead very rapidly. 
Zenith's new supcrsensitiv it v has re- 
stored to FM stations a large part of 
the coverage the\ lost when FCC 
kicked FiM upstairs. 
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I'M i.- already the dominant svstem 
of aural broadcasting in .-nine areas. 
'I hesc areas will expand in si/e and 
number as increasing quantities of 
super-sensitive FM receivers are owned 
by the public. I believe it to be onlv 
a question of time until AM is re- 
placed entirely by FM. except for a 
limited number of powerful, clear- 
channel AM stations to serve remote, 
sparsely -populated areas. Kven these 
areas may be served more elficientlv 
and economically by short wave. 

AM coverage is much smaller today 
than it was four vears ago when the 
first of a thousand post-war AM sta- 
tions added their interfering voices to 
the nighttime bedlam. FM coverage 
is growing at such a rate that more 
than lOO.OOO.OOO people live within 
the area of a good FM signal. 

Today there is not even an approach 
to national radio coverage without FM 
to fill in the blank areas where AM 
cannot render good nighttime serv ice. 
It will not be many years until FM 
alone will reach more people than AM 
alone has ever been able to. 

F. F. McDoNAUi 

I' res id fill 

Zenith Rail in Corp. 
Chicano « « « 
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Rumors won't change the record 

This is an era of rumor.- and prog- 
nostication- concerning broadcast ad- 
vert isinp. 

A on hear new one* every dav. So 
do we. 

Much of what we hear roiild well 
do credit lo Fuitiaslic Stories. Much 
of it breeds confusion and micei taint \ 
in every segment of the industry, in- 
cluding the ollices of advertisers and 
their agencies. It warps good adver- 
tising judgment. It hurls radio and 
television alike. 

So. to all huyers of advertising, we 
advance this suggestion: examine the 
fact.-. 

For example, the new-found rumor 
that radio is losing ground. Actually, 
today there is more radio listening 
than ever before. 

Then there is the also new-found 
rumor that television spells the death- 



knell of radio. Ridiculous. Doc* the 
existence of newspapers doom mag- 
azines? 

Utually. radio i> the most profitable 
advertising medium available. The 
record is bulging. 

\olbing has happened to the result- 
producing power of radio. 

Vnd rumors won 1 change the record. 

TV and profits 

Nine years of lop-profit operation 
can completely remove from the mem- 
ory the days when radio-station oper- 
ation vvasn t a gold mine. It wasn't 
loo long ago when more than half of 
the nation's stations were running in 
the red. when stations with nation-wide 
reputations were happ\ just to break 
even. 

It isn't, therefore, too surprising to 
discover that with possibh three excep- 
tions all TV broadcasters are losing 
money each month and that the T\ 
networks are piling up red balances 
that presage no dividends for stock- 
holders for years to come. 

TV holds but one magic profit lure 
and I hat's for advertisers, Ising it 
intelligently can bring dollars for |>cn- 
nies. It's doing that dail\ even now. 
I sing TV without Hair or without an 
understanding of its place in the adver- 
tising world can mean uiouev thrown 
away. As an advertising medium. TV 
is here. V- a business designed to 
make money for investors. TV has a 
long wa\ to go. 

Tell the business truth 

Its not necessary to have a I'olU- 
anna approach in order to fight the 



current non-buying trend. There are 
plenty of facts which indicate that the 
I . S. is not in for another depression. 
First, there's more money in the hanks 
of America than ever before and it's 
money that belongs lo the average 
citizen, not big corporations and 
millionaires. Second, the possibilitv of 
banks closing is -light, due lo Federal 
Bank Insurance which protects depos- 
its up lo 85.000. Third, corporations 
are not in an over-extended position, 
and most of them have cut their bank 
loans lower than an\ lime in hislorv. 

Radio is ideal for bringing facts 
home. It - a personal medium. It conie- 
into the home. It speaks man-to-man. 
In most case«, it's a local man sjieaking 
to a local man. w hen it comes to news- 
easling. There aie hundreds of facts 
that are good against the few that are 
bad. It s lime lo turn on broadcasting - 
power to prove that it can counter- 
act the fear that's slowing down 
America. 

Washington won t do it. for there 
are some representatives and senators 
who will profit from the public having 
a bad time now. Rut radio can loll the 
truth can turn to fact- and figures 
which prove just how good business is. 
It doesn't take too much to change a 
business trend. Each person in the 
1. S. spending SI more a day would 
mean I ruling nut America's babes-in- 
arm I Si 00.000.000 increase daily or 
S:i 1 .000.000.000 a month. 

Let radio tell the business truths. 
sponsor's slatf. as it travels around 
the country, is committed lo spreading 
the good business word and having it 
spread by the industry that's best 

equipped to do it broadcasting. 

It'.- service in the public interest. 
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BAB makes a start 

No matter how much talk there has 
been about the National Association of 
Broadcasters taking a more aggre-sive 
attitude toward the commercial side of 
radio, there has still been a «;reat deal 
of finger-crossiii}' by advertiser*, agen- 
cies, and e\en b\ member stations. 

The first proof that the N AB's com 
mercial switch wasn't jusl lip service 
is the Canadian government's appropi- 
atiou of a token S'ij.ODO for travel 
advertising. It * a small part of the 
o\ er-miHion-dollai budget which the 



Canadian travel bureau spends on ad- 
vertising each year. but it s a start. I he 
entire 81.000.000 was spent previously 
in newspapers am) magazines. 

There's choice lime available during 
the summer mouths for travel adver- 
tising on the air. Listeners" minds frc- 
quenlh arc. up lo the last prc-v action 
minutes, undecided on where to go 
especially if there's a car in the family. 
Thus, Canada's appeal is addressed to 
vaclioners living within .500 miles of 
the border. Stations in this area are 
being asked to rush availabilities to 
Cockfield. I? row it & Co.. Fid., the 



agencv handling the account. 

Credit for breaking down Canadian 
thinking goes to ihe NAB and its new 
advertising subsidiary. Broadcast \d> 
vertising Bureau, headed hv Maurice 
Mitchell. It goes to N AB itself because 
the fight started before the B\B came 
into being. It goes to RAH because 
pushing the government bureau into 
the final decision was the job of Mit- 
chell who heads the Bureau. 

The start has been made. BAB has 
proved it can carry the tale of how 
well broadcast advertising sells even to 
hide-bound governmental bureaus. 
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The FALL FACTS Edition 



is a unique "briefing" issue 

designed to help buyers of lime 
and programs plan Fall radio and 
television campaigns during the summer 



months. It is factual, concise, 
compact, and specializes in 

time-buying "tools. 




"For 1 lie first lime I have had the experienee of picking 
up a publiealion the contents of which, from cover lo 
cover, impressed me as having been prepared for me 
and me alone." 

C. E. Hooper 

C. E. Hooper, Inc. 

"On my Irip to Chicago I used your Sponsor Check Lisl 
(July issue) lo see how we were doing." 

Joe Left" 
Adam Hats 

"Your July Facis issue is ihe besl one of any trade 
paper al any one lime. You deserve hearty congratula- 
tions. I can use a couple extra copies." 

H. C. Wilder 
WSYR 



"For our money the July issue is a real humdinger . . . 
and such an issue will remain close at hand for a long 
lime to come." 

E. P. J. Shurick 
Free & Peters 

"The July issue of SPOISSOR is a knockout." 

Howard Yeigh 

J. Walter Thompson Co. 

"I was gratified lo notice the terrific amount of space 
that you devoted lo spot broadcasting in the Fall Facts 
Issue . . . It's pleasing lo see an industry paper of 
standing back up our story with facts." 

Wells H. Barnett Jr. 
John Blair & Company 
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♦ COLUMBIA 
>. I 
* BOONVILLE * 

rULTQ 



Allen 
• IOLA 
FORT SCOTT * 



H«nho 
+ [ Cricoid 

CHANUTE 



Last year ? 167 new sponsor^ \ 
(55 of them local) joined the^ fi .„, 
Swing to WHB. More Kansafs — - H paSU'T 't^f^lW^ 

O r, SNCE • COLUMBUS # | JOPLIN/.. 




• BUTLER 

\ I c..,if!,., 
• RICH HILL 



JEFTERSON CITY * 
* CLINTON „ -«•,-*" 

1 



* NEV.AD 



• LAMAR 

I 
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\ 
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Gity advertisers now usfe * 
WHB than all other stations 

I J 

combined. In one year (1948), 
WHB increased its power 1 ten 
times received 147 /P more v. 
mail . J. added to its coverage 
arca~89 new counties_in three 
states, with a potential of two 
and a half million~~new 
listeners. 



WEBB 
COLUMBUS 

COITEYVILLE 

PICHER • 
MIAMI * 



I J O it 

t [MIAl 



\:C'- >TA **VINIT* 
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/MEASURED PRIMARY COVERAGE 

"0.5mv/m" 
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T0,000 WATTS | IN 1KANS4- 



ILUI IH IB 



DON DAVIS, Prendcnl 



JOHN T. SCHILLING, G*n Mgr, 





JOHN BLAIR & CO. 



MUTUAL NETWORK • 7\0 KILOCYCLES t V5,000 WATTS NIGH 




r 



J 



f 



7: 



